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Sackheim Joins Roster... 


Agency Shakeup Follows Martin 
Revson's Exit as Revlon Exec VP 


Siegel, North Named 
to Ad Posts; Mandel 
Will Assist President 


By Lawrence Bernard 


NEw York, June 5—Two big 
questions hovered over the House 
of Revlon Inc. this week, each 
one worth well over $64,000. 

1. Why did Martin Revson quit? 

2. What underlies the major 
shifts in advertising agency as- 
signments taking place July 1? 

The Fire-and-Ice cosmetics 
house completed its week of up- 
heavals by appointing Advertising 
Manager E. William Mandel to 
the newly-created position of as- 
sistant to the president, replacing 
him with William Siegel, formerly 
director of advertising for Coty 
Inc., and naming David North, 
former ad manager of Martinson’s 
Coffee, as product advertising 
manager, a job unfilled since its 
creation some time ago. 

Martin Revson’s resignation was 
not unexpected. It had been ru- 
mored for some time, blossomed 
when he unexpectedly failed to 


show up at a wholesale drug con- 


| 

vention in Florida recently, where | 
he held an important committee 
post, and it persisted despite ef-| 
forts by company spokesmen to) 
scotch the report. 
A terse five lines, the official 
release announcing Martin’s res- | 


ignation as exec vp and a director, | 


was issued the day he signed the! * = - 
papers. It concluded bluntly: “The | == aa 


resignation was due to personal | 
differences between [brothers] 
Charles Revson and Martin Rev- 
son.” 


= While the company had nothing 

further to say on the resignation, 

it offered explanations for the ac- 

count shifting which found: 

e Satin Set going from C. J. La- 

Roche & Co. to Emil Mogul Co.; 

Clean & Clear to Warwick & Leg- 

ler. 

e Silicare going from Dowd, Red- 

field & Johnstone to W&L. 

e Maxwell Sackheim Co. added 

to the agency roster with its first 

Revlon account, Clear-O-Dan 

dandruff remover shampoo, a new 

product formerly at Mogul. 

e Silken Net and Aqua-Spray 
(Continued on Page 70) 


NIAA Rejects ISIM; 


‘Marketing’ 


Miranda Nominated for 
Chairman as ISIM-Backer 
Robert Myers Withdraws 


(Other NIAA news on Page 8) 

Sr. Louis, June 4—The Inter- 
national Society for Industrial 
Marketing was  lengthily but 
peacefully drowned in a sea of 
parliamentary maneuvers here to- 
day at the 36th annual meeting of 
the National Industrial Advertis- 
ers Assn. 

The proper words of feeble 
praise for the ISIM concept were 
recited by a chorus of unreluctant 
mourners who found it hard to 
disguise their liking for the task, 
and NIAA then moved swiftly to 
bind up its wounds and to con- 
solidate its position as a national 
organization for industrial adver- 
tising managers, but with a “mar- 
keting” look. 


= What happened, specifically, 
after two hours of verbal ma- 
neuvering, was a “compromise” 
under which a_ proposal by 
Charles St. Thomas of General 
Electric Co., dubbed “operation 
follow-through,” was adopted in 
watered-down form by unani- 
mous agreement. 

Under this proposal a new task 
force unit, composed of NIAA ac- 
tive members, would study vari- 
ous problems and suggestions ad- 
vanced by the ISIM task force 
group within carefully limited 
lines, and then present proposals 
for consideration by members ear- 
ly next year. 


Although Mr. St. Thomas’ orig- 


Look Voted 


inal “operation follow-through” 
accepted the basic suggestion of 
the ISIM task force that NIAA 
be turned into a “total marketing 
organization,” the compromise fi- 
nally adopted said simply that 
“NIAA recognizes the need for 
further integration of marketing 
functions into its structure.” 

The virtual turndown of the 
ISIM concept (the ISIM task 
force’s specific proposals were 
never even voted upon) resulted 
in a dramatic withdrawal by Ro- 
bert C. Myers, director of market 


(Continued on Page 92) 


Big Names Make 
TV Programming 
News for Fall 


New York, June 5—Big names 
made the programming news in 
tv and radio this week. 

Bing Crosby is moving from 
CBS to ABC; Sid Caesar is quit- 
ting ABC to go home to NBC; 
Jackie Gleason is returning to the 
airwaves, and Arthur Godfrey is 
looking for a format that will put 
him back among the nighttime 
rating elite. 

And looking ahead, General 
Foods bought the tv rights to 
“Father of the Bride” from 
M-G-M for the 1959-’60 season. 

Jackie Gleason, after a year 
away from the video stage, will 


(Continued on Page 92) 


=. Admiral 


erst wie: om Mamet ane Abortss 


EXPRESSIVE—A baby dominates in- 
troductory trade and consumer ads 
for Admiral Corp.’s new tv-stereo- 
phonic phonograph combination. 
This kick-off ad rwris in about 15 
markets in mid-June. Henri, Hurst 
& McDonald, Chicago, is the agen- 
cy. 


General Foods 
Advertising in ‘58 
Hits $87,000,000 


All Types of Consumer 
Communication Embraced 
by Advertising, GF Says 


New York, June 5—General 
Foods Corp. spent a total of $87,- 
000,000 for advertising in fiscal 
1958 (ended March 31). This 
compares with fiscal 1957’s ad 
budget of $77,700,000, and $75,- 
200,000 in fiscal 56 (AA, July 29, 
57). 

This figure of GF’s current ad- 
vertising expenditure, which will 
be released June 16 in the corpo- 
ration’s annual report, was dis- 
closed today by Charles G. Mor- 
timer, GF’s president, in a passing 

(Continued on Page 93) 


FCC, Justice Ready for Showdown... 


Nets Face Federal 
Curbs After Probe 


Government's Inquiries 
_ Repeatedly Hit Nets’ 
| Program, Time Control 


By Maurine Christopher 


New York, June 6—Program 
| tie-ins, must buy and option time. 
| Those are the three phrases which 
|turn up with George Washington 
Hill-like regularity in the various 
network tv investigations. 

If the networks are required to 
make some changes in their setup 
as a result of FCC or Justice De- 
partment action, these are the 
areas most likely to be affected. 


1. Program tie-ins, This oft- 
repeated charge is that the net- 
works force an advertiser to 
take a network-wholly-or-partly- 
owned package if he wants to clear 
key time spots. This, the critics 
say, enables many low-caliber 
shows to get on the air that would 
never make it in a freely competi- 
tive market. 

The networks, on the other 
hand, always have insisted that 
it is their responsibility to main- 
tain a balanced fare for their 
audience. They point out that the 
networks must think in terms of 
the whole schedule, while indivi- 
dual sponsors concentrate on their 
specific programs. 


# So far most of the investigators 
appear to be concerned with pro- 
gramming considerations only 
when tie-in charges are involved. 
But other critics from time to time 
have accused the chain program- 
mers of trying to monopolize the 
best hours of the tv day. 

If programming ownership does 
make a network suspect, CBS 
would seem to be first in line for 
scrutiny. Since the golden days of 
network radio programming, when 

(Continued on Page 92) 


Last Minute News Flashes 


Philip Morris Brand Shifts from Ayer to Burnett 
New York, June 6—Philip Morris Inc. will shift its Philip Morris 


cigaret account to Leo Burnett Co., 


days. The account has been with N. 


Chicago, alongside Marlboro, in 90 
W. Ayer & Son since May, 1956. The 


Philip Morris brand’s billing is down to about $5,000,000; Marlboro 
bills about $12,000,000. In 1957 Philip Morris dropped from the No. 7 


rank among brands to No. 9; sales 


declined 20% to 16 billion cigarets. 


Marlboro climbed from No. 10 to No. 8, with sales of 19.5 billion ciga- 
rets—a 44% gain. Ayer acquired the account from the Biow Co., where 
the brand had been since 1933. Burnett had been doing some work on 
the brand in corporate and trade advertising, and the decision to move 
the account was made early this year. 


Goetz Resigns as A.S.R. Products Ad Director 


New York, June 6—Albert J. Goetz has resigned as advertising di- 
rector of A.S.R. Products Corp. No successor has beem named. 


Kastor, Hilton, Chesley & Clifford Gets Preen Wax 


New York, June 6—A. S. Harrison Co., South Norwalk, Conn., mak- 
er of Preen wax, has appointed Kastor, Hilton, Chesley & Clifford, New 
York, to handle its advertising. A new campaign starting in August 
will use extensive tv and possibly newspapers in eastern markets. 


Charles W. Hoyt Co., New York, is 


the previous agency. 


Gill Named VP-Media of Fletcher D. Richards Inc. 


New York, June 6—Samuel E. Gill, veteran media and research man, 
has joined Fletcher D. Richards Inc. as vp in charge of media. Mr. Gill 
was formerly a top media executive with Carl S. Brown Co., Sherman 
& Marquette, Biow Co. and Lord & Thomas. 

(Additional News Flashes on Page 93) 


| 


| 
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Justice Department, FCC 
Gird for Showdown with 
Nets Soon, AA Learns 


By Stanley E. Cohen 


WASHINGTON, June 5—After 
more than three years of investi- 
gation, it became clear this week 


‘that some of tv’s most fundamen- 


tal business practices are on the 
verge of important legal trouble. 

The challenge, which will prob- 
ably come before the end of 1958, 
may be in the form of new chain 
broadcast rules by the Federal 
Communications Commission out- 
lawing option time, must buy and 
program tie-ins in their present 
form. 

Or, failing this, it may come in 
the form of anti-trust litigation 
involving one or more of the tv 
networks. 


= The decision to have a show- 
down was made chiefly at the De- 
partment of Justice where the 
anti-trust division has been exam- 
ining various facets of tv program- 
(Continued on Page 89) 


Compton Agency 


Gets $3,500,000 
Hotpoint Account 


Cuicaco, June 6—Compton Ad- 
vertising has been awarded the $3,- 
500,000 Hotpoint Co. account. The 
appointment is effective June 9. 

Hotpoint’s three present agencies 
—Maxon Inc., Needham, Louis & 
Brorby and J. R. Pershall Co.— 
were among ten agencies which 
made presentations for the account 
this week. 

Maxon is the big loser among the 
three, since it handled all Hotpoint 
appliances. Needham had the tv re- 
ceiver portion and Pershall did 
trade advertising. 

Hotpoint, a division of General 
Electric Co., announced in March 
that it planned to consolidate its 
ads in a single shop, in line with 
the company’s formation of a con- 
solidated sales and distribution de- 
partment (AA, March 7). 

Lee J. DiAngelo, manager of ad- 
vertising and merchandising who 
announced the agency switch to- 
day, said future Hotpoint advertis- 
ing will have a “completely inte- 
grated approach,” centering around 
the strategy of selling all-electric 
kitchens (AA, March 3). 

Several agencies battled down 
to the wire before Compton won 
out, it was understood. At least one 
of Hotpoint’s present agencies— 
Needham, Louis—was said to be 
among the finalists. One reason 
advanced for Compton’s selection 
—though not necessarily the main 
one—was that Compton has offices 
in cities where Hotpoint markets 
well—New York, Chicago, Milwau- 


kee, Los Angeles and San Frane 
cisco, # 
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Ads ‘Educated’ Farmers So Well 
Behlen Has Order-Backlog Problem 


Cuicaco, June 3—14 years ago 
Behlen Mfg. Co., Columbus, Neb., 
set out to “educate” farmers on 
the superiority of the company’s 
steel storage bins and other 
equipment. Today the company 
dares not advertise certain prod- 
ucts extensively for fear of an- 
tagonizing the many customers on 
its long waiting list. 

The story of the 14 years of 
successful advertising and public 
relations was told to the Chicago 
Agricultural Advertisers Assn. yes- 
terday by Juel R. (Whiff) Warner, 
advertising and sales promotion 
manager of Behlen. 

The company was founded in 
1940, and placed its first small 
mail order ads in state farm pa- 
pers in 1944. 

“The problem,” Mr. Warner 
said, “was in getting the farmer 
educated to our products.” These 


include the steel bar mesh corn) 
and | 


crib, portable crop dryer 
grain bins. “The farm product 
dealer and the farmer want infor- 
mation.” 


s By 1948 the company had an 
advertising budget of $100,000, 
most of it going into farm publi- 
cations. In 1955, sales reached 
$3,500,000; they jumped to $7,- 
000,000 in 1956, $12,000,000 last 
year, and are expected to reach 
$20,000,000 this year. 

Today the Behlen company is 


Philco Equals ‘57 
Budget Despite 
‘58 Sales Drop 


‘Efficiency’ Revamping 
Puts Ads, Promotion in 
Hands of Marketing Dept. 


PHILADELPHIA, June 3—Philco 
Corp.’s advertising expenditures 
this year will roughly equal those 
of 1957, even though total sales 
will be down in 1958. 

James M. Skinner Jr., president, 
told a press conference during the 
annual Philco sales meeting here | 
that while ad expenditures are| 
determined by sales figures the 
company increased some percent- 
ages to help stimulate sales. 

Mr. Skinner did not reveal total 
ad expenditures, but they are be- 
lieved to be around $20,000,000 
over-all, including sales promo- 
tion material and institutional ad- 
vertising. Little more than $6,- 
000,000 is to be spent on actual 
national consumer space for radio, 
tv and other appliances. Philco 
did not confirm these estimated 
figures. 


es At the same conference, Mr. 
Skinner said, ‘““‘We see no way to 
market a color tv receiver with- 
out losing a considerable * amount 
of money.” He added that it is 
his opinion that the color tv mar- 
ket in 1958 is contracting, rather 
than expanding. 

He also disclosed a reorganiza- 
tion of Philco’s consumer products 
division, following a year-long 
study by Arthur D. Little Inc., 
management consultant. While 
admitting that recent cuts in staff 
and in salaries helped cut over- 
head costs by “several millions of 
dollars,” he added that the mar- 
keting reorganization was de- 
signed for efficiency and not econ- 
omy. 

At the national sales conven- 
tion Philco uncovered a new 
“Predicta” line in which the 

(Continued on Page 66) 


dryer orders. Delivery of steel for 
its corrugated steel frameless 
buildings is more than 10 weeks 
behind orders. The company had 
planned to introduce a new grain 
bin this summer, but canceled 
plans in order to concentrate on 
meeting orders. The huge plant, 
recently expanded for the third 
time, is expected to go full blast 
the year around to have enough 
steel for next spring. 


® Two publicity breaks contribu- 


| (Continued on Page 67) 


‘Today’s Teens Not 
‘Incomepoops,’ Lady 
Ad Consultant Says 


New YorK, June 4—“Teen age 
business is almost recession-proof,” 
|Bernice Fitz-Gibbon told 1,000 
leading store executives today. 

In a peppery talk at a fall fash- 


|ion trade showing sponsored by| 


Seventeen, the former advertising 
head of Gimbels, now a consul- 
tant, commented: 

“Momma may lay out her old 

yellow, dad may pull in his belt, 
but sister will always get a new 
dress for the dance. Americans 
are that way. Of course you must 
have what a teen ager wants. 
They’re not ‘incomepoops.’ If they 
are walking out empty-handed, 
it’s not because they don’t know 
what they want—it’s probably 
| because you don’t.” 
One fashion show angled for the 
| 15-to-20 teen-age group “is worth 
ten fashion shows at the Plaza,” 
|which are frequently held 
|flatter the vanity of the store’s 
|vps and their wives,’ Miss Fitz- 
Gibbon said. 


® The 8,500,000 teen agers with 
spending power of $4 billion were 
described as the “more” group by 
Miss Fitz-Gibbon, with a rate of 
consumption “higher than at any 
other period in the whole of life. 

“These years are perhaps the 
most important in a lifetime—the 
bridge between adolescence and 
adulthood, between Maltex and 
|Miltown, between Buster Brown 
jand Balenciaga, between mud 
pies and mud packs, between spin- 
ning the bottle and heating it at 
2 a.m. 

“Now’s the time to sew her up— 
before the rice is in her hair, be- 
fore the stork is on the roof, be- 
fore the wolf is at the door, before 
the fat is in the fire,” she said. 
“Set her bobby socks on the 
path to your store now, and 
|she’ll be able to find her way 
|there blindfolded, baby-strollered 
and, one day, bifocaled and wheel- 
chaired.” # 


ns - ¢ 


| i 
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three weeks behind on its crop | = 


ted to the success of the Behlen| 


}new agency will 


| 


NEW PACKAGES—This seven-color, 

full page printed aluminum foil ad 

in the June 15 issue of Chicago 

Tribune will introduce new pack- 

ages for Reynolds Wrap and Kraft’s 
Parkay. 


Kraft, Reynolds Run 
Aluminum Foil Ad to 


Announce New Packs 


CuHIcAGo, June 4—Reynolds Met- 
als Co. and Kraft Foods Co. will 
introduce new packages for Reyn- 
olds Wrap and Parkay margarine 
in a full-page printed aluminum 
foil ad scheduled to run in the 
June 15 issue of the Chicago Trib- 
une. 

The seven-color aluminum foil 
ad, which features the new Parkay 
and Reynolds Wrap packages, is 
backed up with a page b&w ad 
for Parkay. 400 miles of aluminum 


|foil were used by Reynolds in 
“to 


printing the ad. Needham, Louis 
& Brorby is Kraft’s agency; Buch- 
anan & Co. is the agency for 
Reynolds. # 


Tandy Merges with Richards 

Tandy Advertising Agency, To- 
ronto, has merged with the Cana- 
dian operation of Fletcher D. 
Richards Inc., New York. The 
be known as 
Tandy-Richards, Advertising, with | 
offices in Toronto and Montreal. 
Richards opened its Montreal of- 
fice in 1956. President of Tandy- 
Richards will be Warren H. Wilkes, 
president of the 32-year-old Tandy 
agency since 1954. 


Steen Joins Wyckoft 

Norman Steen, winter quarter 
graduate of the University of Ore- 
gon and president of the Alpha 
Delta Sigma advertising fraternity 
there during his senior year, has 
been named assistant to Claes V. S. 
Wyckoff, head of Wyckoff & As- 
sociates, San Francisco. Mr. Steen 
will concentrate on research, crea- 
tive development and client liaison. 


H em mas vy FOSSARD FASHION RALLYE 


enter the contest that's more fun than girl talk’ 
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PANTIE NAMING—A Triumph will be the first prize in a name-the- 

pantie contest to be promoted by H. W. Gossard Co. in August and 

September. Charm, Glamour, Mademoiselle and Seventeen will car- 

ry spreads promoting the “rallye.” Edward H. Weiss & Co., Chicago, 
is the agency. 


\Two Cigaret Makers | 
'Break Ads tor New 
'\ Filter, New Pack 


New YorK, June 4—Cigaret ad- 


|| vertising received fresh impetus 
i|| this week when two major manu- 


facturers launched 
paigns. 


American Tobacco Co. 


new cam- 
intro- 


and Philip Morris Inc. introduced 
a new soft package for its Marl- 


i|boro with a new improved filter. 
*| American Tobacco is using 82 
{|newspapers, tv spots on all sta- 


tions in 14 markets, radio spots in 

|44 markets, spreads in Life, Look, 
The Saturday Evening Post, and 
TV Guide, outdoor panels on the 
Pacific Coast, car cards in the New 
York subway, and a variety of 
point of purchase material. Batten, 
Barton, Durstine & Osborn is the 
agency. 

Philip Morris is using news- 
papers in 50 markets, radio and tv 
spots in all major markets, plus 
such Marlboro national network 
shows as “To Tell the Truth,” the 
“Jack Paar Show,” “Game of the 
Week,” “Mickey Spillane,” “Sea 
Hunt” and others. Also scheduled 
are ads in eight magazines (Argo- 
sy, Life, Look, The New Yorker, 
The Saturday Evening Post, Sports 
Illustrated, True, and TV Guide), 


(Continued on Page 91) 


Network Brass 
Responsible for TV 
Pap, Weaver Claims 


New YorkK, June 6—The coun- 
try’s best-known ex-network boss 
this week placed the responsibility 
for tv’s retreat into areas of safe 
and settled programming squarely 
on the shoulders of current net- 
work managements. 

In a taped interview with Mike 
Wallace scheduled for broadcast 
June 8 on ABC-TV, Sylvester L. 
(Pat) Weaver Jr. said sadly: 

Television “is a port through 
which you can look out at the en- 
tire world, but if you aim it only 
at a film projector and show the 
cans out of Hollywood, together 
with some game shows that can 
| be presented cheaply and_ get 
pretty good audiences on a com- 
mercial value, you are degrading 
a service, and I am afraid that’s 
what’s happening.” 

When asked who was to blame, 
the former NBC boss said: “I am 


(Continued on Page 66) 


New York, June 5—A. C. Niel- 
sen Co. has put together some up- 
to-date data that may make life 
happier for tv salesmen assigned 
to fringe hours. 

Apparently a great many people 
are managing to work in an im- 
pressive amount of televiewing 
even during the morning hours 
and the late evening periods. 

Having sized up the situation for 
the first week of March, 1958, vs. 
the same period a year ago, Niel- 
sen points out that: 

1. Monday through Friday 
morning watching in terms of to- 
tal weekly home hours is up 
26.1%, with the average home 
working in 6.03 hours of tv week- 
ly before the noon whistle sounds. 

This will be happy news for lo- 


for Dave Garroway, “Captain 
Kangaroo” and the rest of the 
morning performers on CBS and 
NBC. 

2. The country has a lot of stay- 
up-late homes. Nearly 22,000,000 
different households have the sets 
going during the marginal period 
from midnight to 6 a.m. at some 
time during the week, with the 
average tuned on a total of three 


cal daytime performers, as well as | 


Margot Sherman 
AFA’s Ad Woman 


of the Year 


DaLLas, June 6—Margot Sher- 
man, vp of McCann-Erickson and 
chairman of its creative plans 
board, will be named Advertising 
Woman of the Year by the Wom- 
en’s Council on Advertising Clubs 
of the Advertising Federation of 
America here next Sunday. 

Miss Sherman is also adminis- 
trative director of the creative di- 
vision of the world’s second larg- 
est advertising agency. 

The presentation, to be made by 
C. James Proud, president and 
general manager of the AFA, 
notes that “no other woman holds 
such a high level of responsibility 
in relation to such an immense 
volume and variety of advertis- 
ing.” She oversees six depart- 
ments of more than 300 people, 
and McCann’s creative depart- 
ments won 83 merit awards in 
1957. 


® Tall, willowy Margot Sherman 
came into the agency business 
through the tough schools of re- 
tail advertising and newspaper 
work. After graduation from the 
University of Michigan (Summa 
cum laude, Phi Beta Kappa and 
Phi Kappa Phi, first woman grad- 
uate of the school’s journalism de- 
partment to win the McNaught 
Gold Medal Award for her scho- 
lastic record) she joined the Pitts- 
burgh Post-Gazette. There she 
started the “Shopping With Pol- 
ly” column and wrote a feature 
called “Tea Talk.” She moved to 
Detroit, worked on the News and 


(Continued on Page 30) 


Fellow Commuter Bleary Eyed? He Likely 
Is Late or Early TV Bird, Nielsen Reports 


hours during this period. Nielsen 
hasn’t released figures on this pe- 
riod before, so no comparison is 
possible here. 


= This finding will serve as add- 
itional sales ammunition for 
NBC’s Jack Paar and the late 
movies. Blair-TV and Pulse re- 
cently counted tv night owls in 
10 major cities and reported they 
found quite a substantial number 
(AA, May 26). 

Less spectacularly, Nielsen also 
noted that television has shown 
substantial. gains in increased 
number of homes viewing during 
a typical week and in total hours 
viewed. Some 40,163,000 different 
households used their tv sets dur- 
ing the. survey week this year, 
compared with 38,082,000 for the 
corresponding period last year. 

The research company also had 
some words of encouragement for 
radio salesmen: It reported there 
were 3,000,000 more _ different 
homes in the radio audience during 
the first week in March this year 
than there were last year. This 8% 
gain put radio’s weekly audience 


at 43,500,000 different homes. # : 
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Struck Dailies 
in Philadelphia 
Curtail Ads 


Newsmen, Truckers’ Strike 
Shuts Off Deliveries, 
Abridges Dailies’ Size 


PHILADELPHIA, June 4—The 
Teamsters Union struck three 
area newspapers and virtually 
shut off all deliveries even though 
small, adless papers were printed 
during the week. 

Only one, however, the Camden 
Courier-Post, continued to accept 
advertising after the strike start- 
ed on Memorial Day. 

The only paper printing nor- 
mally and delivering papers is the 
Daily News, which has separate 
contracts with the teamsters and 
with the Newspaper Guild. 

The Inquirer also was struck 
by the Newspaper Guild, which 
represents the editorial and busi- 
ness office employes, two days 
after the teamsters began their 
strike. However, for two days pri- 
or to that the guild honored the 
picket lines of the delivery men. 


= At the Inquirer, editors and 
executive personnel put out 12- 
page papers. At the Bulletin, the 
full editorial force continued ac- 
tivities on regular schedules even 
though the paper was not accept- 
ing advertising at mid-week while 
awaiting intervention by federal 
mediators. 

The Daily News, which is owned 
by Triangle Publications, was lim- 
iting additional advertising de- 
spite an influx of space buying by 
department stores. The paper 
would not explain why it was lim- 
iting space it was selling to ad- 
vertisers, except that it was “or- 
ders from up top.” 

This limitation to advertising 
outlets proved a bonanza for radio 
and tv stations here, which ex- 
panded their news coverage. 


= News-hungry readers traveled 
to newspaper offices by the thou- 
sands to obtain the abbreviated 
papers each day in spite of threats 
by pickets, but circulation of all 
the papers was cut sharply. The 
Bulletin’s Sunday, June 1, circu- 
lation dropped from well over 
700,000 to 45,000. 

The advertisers hurt most here 
were department stores, several 
of which had planned big promo- 
tions. Snellenburgs alone had 
planned an 11-page section in the 
Inquirer and five for the Sunday 
Bulletin on June 1. 

Radio and tv executives re- 
ported their retail spot sales were 
up sharply. Some stations admit- 
ted they had sold out all available 
time and were even curtailing 
some advertisers who were not 
regulars. # 
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Ver Standig 


MAKE HIM LOOK GLUM—M. Belmont Ver Standig tells Bill Henson, 
who holds muppet Wontkins, negative-minded character on the Wil- 
kins coffee spots. Jane Neble, the other muppeteer, holds Will, the 
positive-minded character. Jim Young, creative director and copy 
chief of the agency, waggles his ruler at the tight-lipped Will. 


Ad Activity of Gas Industry Threatens 
Electric Appliance Sales, Schiavo Warns 


Ponte VeERDA, Fia., June 3— 
Electrical appliance manufactur- 
ers were warned yesterday that 
the gas industry, with its in- 
creased advertising, poses a seri- 
ous threat to sales progress of 
electrical appliances. 

J. A. Schiavo, manager of mar- 
ket research for Philco Corp., 
sounded the warning at the an- 
nual convention of the major ap- 
pliance division of the National 
Electrical Manufacturers’ Assn. 
here. Mr. Schiavo is chairman of 
the NEMA statistical and market 
analysis committee. 

“The electrical appliance indus- 
try is being pushed hard by the 
gas industry, which is spending 
millions of dollars annually to ad- 


vertise and promote its products,” | 


Newsstand Copies of 
‘Post’ to Include 
Band-Aids in Ad 


New BruNSWICK, N.J., June 4 
—Johnson & Johnson will run a 
three-page color ad in the June 21 
Saturday Evening Post which will 
carry a Band-Aid sheer strip in 
copies sold at newsstands while 
a photo of the new bandage will 
appear in subscription copies of 
the weekly. 

J&J said the Band-Aid would 
go into “homes of the 1,200,000 
newsstand purchasers of the Post.” 
A spokesman for the magazine 
said the Band-Aid sample was 
confined to newsstand copies be- 
cause of Post Office restrictions 
against “anything that is not part 
of the magazine itself.” 

J&J said the ad would mark the 
first time that a ready-to-use 
product was distributed to con- 
sumers through newsstand copies 
of a national magazine. 

Young & Rubicam is the agency. 


2 


he said. “We have lost ground in 
sales of three major appliances 
and our progress in the important 
range market has been stopped.” 


# On the other hand, Mr. Schiavo 
noted, 69% of clothes dryers sold 
last year were electrical; 56% of 
new homes which include a range 
in the selling price were equipped 
with electric ranges; and built-in 
range units outsold gas by two to 
one for the past three years. 

He said that the gas industry 
will spend $19 billion for expan- 
sion during the next ten years, 
aiming to add 1,000,000 new cus- 
tomers per year. 


s A brighter picture was painted 
by Charles T. Lipscomb, president 
of the Bureau of Advertising, 
American Newspaper Publishers 
Assn. 

The “auto buy now” sales pro- 
motion technique—this time aimed 


at boosting sales in the electrical | 


appliance field—is being expanded 
in many cities with “outstanding 
successful campaigns already be- 
ing reported,” Mr. Lipscomb said. 


He reported that newspaper pro-| 
motions using the “buy now” slo-| 


gan have been “highly successful.” 
Mr. Lipscomb said two such 
campaigns—in Appleton, Wis. 
(AA, May 26), and Harrisburg, 
Pa., resulted in heavy volume in- 
creases for participating electrical 
appliance dealers and distribu- 
tors. He credited mewspaper ad- 
vertising for being the “driving 
force” behind the promotions. + 


Conway Joins WDAU-TV 

Francis H. Conway, formerly an 
account executive for WDAU-TV, 
Scranton, Pa., has been named gen- 
eral sales manager of the station. 
Mr. Conway succeeds Tony Moe, 
who has joined KSO, Des Moines, 
as general manager. 
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backyard barbecue 


COORDINATED—Bar-S Meat Products and Sicks’ Rain- 
ier Brewing Co. join in twin-panel postings, keyed 
to outdoor living, in Washington and Oregon. The 
campaign is believed to be the first in outdoor 
with an integrated theme and design for separate 


Miller, Mackay, 


s | fi |for MORE LIFE 


2° steals 


¥. 


products and advertisers. The agency for .both is 


Hoeck & Hartung, Seattle. Shown 


in front of the posters are Robert McManus (left), 
advertising director of Bar-S, and Arch Douglass, 
Rainier advertising manager. 


= 's The company declined to break 
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Wilkins Coffee Hits the (TV) Spot as 
Capital Viewers Vote It ‘Best Liked’ 


Low-Cost Spots Give This 
Regional Advertiser Edge 
Over National Brands 


WasHINGTON, June 4—A _ low- 
budget series of eight-second tv 
spots produced here by M. Bel- 
mont Ver Standig Advertising 
Inc. for Wilkins coffee is so suc-| 
cessful with tv audiences that Ver | 
Standig is hearing from national | 
advertisers who hope to use the| 
films in other markets. 

The commercials feature two} 
“muppets” (combination mario-| 
nettes and puppets)—“Will” and 
“Wontkins”—in a variety of hu- 
morous “mellow dramas.” One 
viewer, taken with the “muppets,” 
wrote the Washington Post & 
Times Herald to suggest that it 
run an advance schedule of the 
commercials on its tv page. 


® The series’ popularity in Wash- 
ington and Baltimore, the only 
two markets where they are used, 
was further documented by an 


Local Commercials 
Top National on TV, 
ARB Study Reveals 


WASHINGTON, June 4—Regional 
advertisers overshadow national 
advertisers in most markets, ac- 
cording to a special tabulation of 
“best-liked” tv commercials in 
16 markets which was made avail- 
able to ADVERTISING AGE today. 

The study, which was prepared 
for M. Belmont Ver Standig 
Advertising Inc., Washington, by 
the American Research iureau, 
showed that Ver Standig’s client, 
Wilkins coffee, is the “best-liked” 
commercial in Washington and 
Baltimore, where it is running a 
series of eight-second spots (see 
adjoining story). 


® Similarly, the report contained 
|other examples of regional adver- 
tisers who dominated the markets 
|where they operate: 


e Hamm’s beer, a top-runner in 
all four of its markets, with first in 
(Continued on Page 94) 


Beatrice Foods ‘57 
Ad Budget Hit 
Record $5,901,202 


Cuicaco, June 3—Beatrice Foods 
Co. invested a record $5,901,202 for 
advertising and sales promotion in 
1957—a year when the company’s 
sales and earnings also hit record 
highs. 

This was disclosed yesterday 
at Beatrice’s annual stockholders 
meeting. The $5,901,202 figure was 
found in the annual report, which 
also noted that Beatrice will make 
heavy use of outdoor advertising 
|this year. The company, which did 
;not use outdoor last year, will use 
more than 1,500 signs in 233 mar- 
kets on a year-round basis. 


down the $5,901,202 figure, but it 
did say that some of the expendi- 
ture was non-commissionable. Ap- 
|VERTISING AGE learned that Bea- 


ltrice invested $5,088,494 for ad- 


vertising and sales promotion in 
1956. 

| Beatrice’s net sales last year 
jumped to $353,971,987, a 3.5% in- 
crease over 1956 sales of $342,086,- 
657. Net earnings in 1957 amounted 
to $7,601,678, a 3.9% gain over ’56 
earnings of $7,316,642. The com- 
pany paid $1.80 in dividends per 
share of common stock last year, 
compared with $1.63 in 1956. # 


American Research Bureau report 
in April. 

In Washington, the April ARB 
report credited Wilkins with a 
50.1% “best liked” rating, a figure 
approached only by Piel’s 39% in 
New York and Hamm’s 38.3% in 
Minneapolis-St. Paul. In Balti- 
more, where Wilkins has used 
only 12 spots weekly on a single 
station for 13 weeks, it was al- 
ready in first place with a 19.9% 
“best liked” rating. 

Wilkins’ success—it scored a 
66% in ARB’s May report for 
Washington—does not require 
saturation schedules or premium 
time periods, Mr. Ver Standig em- 
phasizes. In Washington, where 
the spots have been used since 
October, the budget provides a 
maximum of 36 spots weekly 
among three stations. When they 
are seen in premium time, it is 
only because the station is aware 
of their popularity and gives them 
preference over other advertisers 
who also buy at package rates, 
Mr. Ver Standig says. 


s With less than eight seconds to 
make its point, the Wilkins spots 
rely on originality, humor and ac- 
tion. Each “mellow drama” is a 
different situation, but the per- 
sonality of the two “muppets” is 
consistent, with Will, the ener- 
getic, enthusiastic one, “pushing” 
Wilkins coffee, and the sour-faced 
Wontkins displaying indifference. 

A typical spot has Wontkins 
hailing a cab with the question, 
“Where can I get a cup of cof- 
fee?” Will, who is cast as a cabbie, 
asks: “Wilkins coffee?” “Naw. 
Any old kind,” Wontkins answers, 

(Continued on Page 91) 


Should Agency Run 
Co-op Plan? Fedders, 


Sheatfer Disagree 


NEw York, June 4—W. A. Sheaf- 
fer Pen Co. likes its advertising 
agency to handle its coopera- 
tive program. But Fedders-Quigan 
Corp. does not. 

Disparate views on co-op adver- 
tising were aired today at an 
Assn. of National Advertisers’ 
workshop by G. P. Karle Jr., 
advertising manager of Sheaffer, 
and Harold Boxer, advertising 
manager of Fedders-Quigan. 

While endorsing agency respon- 
sibility for co-op, Mr. Karle point- 
ed out that earlier this year 
Sheaffer discontinued its coopera- 
tive program “because we felt the 
time had again come when all of 
our money—spent nationally— 
would do a better job.” 


® He boiled down the advantages 
of agency administration of a co- 
(Continued on Page 31) 


MARVIN NETBURN has been appointed 
advertising manager of Dictograph 
Products Inc., Jamaica, N.Y. Mr. 
Netburn was formerly advertising 
brand manager of Bulova Watch 
Co. and an account executive at 
Grey Advertising Agency, 
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D-F-S Gets Another 


with long experience in the appli- | 
ance field. D-F-S also has recently 
|}added Pard dog food, Swift’ning 
j}and Jewel shortenings and salad 


as Borden Moves 
/oil—all among the Swift & Co. 


Starlac from Y&R | products which were resigned last 


New York, June 5—The Borden February by J. Walter Thompson 
Co. made a surprise switch today,|Co. D-F-S lost the Congoleum-| 
shifting Starlac advertising from| Nairn account in April to Keyes, 
Young & Rubicam, which has had | Madden & Jones. 
the near-$2,000,000 account since| Borden's other agencies are Ben- 
it was test marketed in 1947, to|ton & Bowles, Doherty, Clifford, 
Dancer-Fitzgerald-Sample, which | Steers & Shenfield, Fuller & Smith | 
takes over Sept. 1. D-F-S, which|& Ross, Paul Klemtner & Co. and 
is enjoying a new-business kick,!|Lennen & Newell. + 


becomes the seventh agency on 
Borden’s roster. Purcell Succeeds Labunski 

A Borden spokesman said the| Stephen Labunski, director of 
change would not affect other) radio operations of Crowell-Collier 
products at Y&R, which handles| Publishing Co., New York, has re- 
the food company’s fluid milk, ice | signed to joim WMCA as manager 
cream, Eagle brand condensed | of the New York radio station. Mr. 
milk, evaporated milk, cheese, He-| Labunski’s duties will be assumed 
mo and other products. by Robert M. Purcell, president 

Dancer - Fitzgerald - Sample|and general manager of KFWB 
picked up Frigidaire’s $6,000,000 | Broadcasting Corp., Hollywood, a 
account last month. The appoint-/|Crowell subsidiary. Mr. Purcell 
ment was a surprise because Frigi-| will remain in Hollywood at 
daire, which dropped the Kudner|WMCA. Mr. Labunski replaces M. 


Agency, passed over other agencies | M. Fleischl, who had resigned. 


; 


STEVE ALLEN plays the fun piano 


_ =the Wurlitzer electronic piano he 


HARD SELL—Wurlitzer Co. plans a 

series of dealer-consumer promo- 

tions tied in with its national ad- 

vertising, with the first one built 

around this June 16 Life page. 

Clinton E. Frank Inc., Chicago, is 
the agency. 
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Advertising Age, June 9, 1958 


Highlights of This Week's Issue 


| TV networks face curtailment of regula- 
tion of must buy, option time and tie- 
ins as FCC and Justice Department get 
ready to take action after long period 
of probing Page 1 


National Industrial Advertisers Assn. 
quietly shelves International Society for 
Industrial Marketing, consolidates posi- 
tion as national organization for indus- 

advertising managers with a 

“marketing” look 


| General Food Corp.'s advertising spending 
hit $87,000,000 in fiscal 1958; company 
Says advertising covers more than me- 
dia ads, includes all communications 
WITH COMBUITIETS. ......0:.0c00-csceessereeseeesees Page 1 


| Behlen Mfg. Co. launched into business 
| 14 years ago with an ad program to 
| “educate” farmers to the superiority 
| of its steel storage bins, etc. So success- 
ful was the campaign that today Behlen 
has to hold down ads on some products 
so as not to offend customers waiting 
for delivery ...... 2 


Phileo Corp. plans to spend as much on 
advertising this year as in 1958, despite 
the fact that sales are down slightly this 
year; reorganization of company’s con- 
sumer product division for efficiency's 
sake puts advertising and sales promo- 
tion in marketing department ........ Page 2 


Reynolds Metals, Kraft Foods will run a 
full-page printed aluminum ad in the 
June 15 Chicago Tribune to introduce 
their MEW PACKAaB™es 0.0.0.0... Page 2 


New ads break to introduce new filter 
for Hit Parade cigarets and new soft 


| 


A. C. Nielsen survey of television viewing 
shows both morning and late night 
watching are on the increase. Average 
home is getting in 6.03 hours of watch- 
ing before noon; 22,000,000 households 


BOER cocunsiinntiionncnmeen 


Page 2 


Philadelphia dailies, crippled by American 
Newspaper Guild and truckers’ strike, 
are forced to curtail advertising in their 
Abridged Editions ............cccccecseeereee Page 3 


Wilkins coffee manages to grab “best 
liked” honor for its spot commercials 
which are filmed at a low-cost maxi- 
gk GO ee Page 3 


The gas industry’s increased advertising 
activity is a serious threat to the pro- 
gress of electrical appliance sales, Na- 
tional Electrical Manufacturers Assn. is 
told at its convention. ..............0 Page 3 


h & Joh will run a three-page 
color ad in the June 21 Saturday Eve- 
ning Post which will contain an actual 
Band-Aid in newsstand copies, photo 
of bandage in mailed copies because 
of postal regulations ..............cccc08 Page 3 


and Fedders- 
Quigan disagree on whether an agency 
should handle cooperative advertising. 
Sheaffer likes the agency to handle 
co-op; Fedders-Quigan does not ..Page 3 


Federal Comm ti Commiission’s 
balking on decision over deintermixture 
is chilling uhf stations .................... Page 6 


Florida may level a tax on advertising 


in 1959 unless legislators can be con- 
vinced otherwise ahead of time, Florida 
newspaper ad execs are warned ..Page 11 


package for Marlboro... Page 2) 


have sets going between midnight and | 


The Creative Advertising Workshop will 
see an unusual demonstration of the 
speed and flexibility of video tape this 
Si Page 18 


Leok drops another Politz study into the 
pool of magazine audience research. It 
covers nine publications ...........Page 20 


Industrial Marketing gives editorial 
achievement awards to 48 business pub- 
lications in 20th annual competi- 
tion Page 21 


Guild Films Co. increased its film rental 
income in 1957, but still had a loss of 
$463,227 for the fiscal year ........ Page 24 


40-year-old admen can’t sell the teen 
age market, but a teen ager can, Fred 
B. Tarter, 15-year-old agency president, 
tells Advertising Age ...........6 Page 28 


Merger of Chatelaine and Canadian Home 
Journal will result in new rate and 
circulation Page 32 


Canadian admen are urged to help divert 
U.S. trade from United Kingdom to 
Canada Page 36 


Curacao asks U.S. Treasury to crack 
down on “Curacao” liqueurs distilled 
in the U.S. Page 44 


Loblaw introduces trading stamps in Buf- 
falo, touches off advertising donny- 
brook with A&P and Nu-Way ....Page 56 


Leo Williams, new ABP chairman, be- 
lieves business papers can show their 
mettle during the business lull .Page 62 


Norman Frankel, of Bearden-Thompson- 
Frankel & Eastman, Scott Advertising, 
thinks agencies shouldn't try to 
strengthen their legal position as prin- 
cipals instead of agents .............Page 73 


Olivetti ad is neither fine art nor com- 
mercial art, Andy Armstrong says. It’s 
just design, suitable for wallpaper and 
WOMEETRD GIITIND  cccccceccccssccccnscssncccccees Page 76 


American Advertising Agency, using Four 
A's standards, climbs to rank of top ten 
Italian agencies in nine years Page $1 


| Coca-Cola is the most advertised single 
product in the world, according to Lee 

Price, vp. More than $40,000,000 was 
spent to advertise it in 1957 by the com- 
pany and its bottlers, he says ...Page 84 


Newspapers are still the favorite medium 
of supermarkets, survey of Super Mar- 


ket Institute members show ....Page 86 
REGULAR FEATURES 
Advertising Market Place ........................ 90 
| Along the Media Path ....... 88 


| Art Director’s Viewpoint 


Coming Conventions ....... 61 
Creative Man’s Corner 74 
Department Store Sales .................. 71 
TPR WEIS oan csncesescerscoyscrssccscvvencevssveseeecesenesneons 78 
Editorials 4 
SAIN RONAN a cacnnrsonsssscorseoscsseansenrren 40 
| Information for Advertisers .. 55 
| Looking at Radio & TY .......... 738 
| Obituaries 33 
| On the Merchandising Front ...... 774 


| Photographic Review ....... 68 
| Production Tips 
|Rough Proofs 
Salesense in Advertising ....... 
This Week in Washington 
Voice of the Advertiser ... 
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There's nothing so powerful as an idea | 
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How to make a family adventure out of buying or building a boat. . . 
how to plan a motor trip that'll be a vacation for the whole 
family, even Mother .. . what to do when the living room seems 
too full of furniture ... how to get a garden growing... 
how to be a gourmet cook with packaged mixes .. . 
Better Homes & Gardens is a monthly treasure hunt of 
practical ideas about anything and everything that 
interests home-and-family centered men 
and women and their children. 
The ideas in Better Homes & Gardens set people to 
planning instead of just wishing, to doing instead of 
only dreaming. And the more they talk and plan and 
do, the more they buy. The climate BH&G creates 
for advertising is unique among all the major 
media. No wonder this famous idea magazine 
keeps on getting bigger and better all the time! 
Meredith of Des Moines . . . America’s biggest publisher ; 
of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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This Week in Washington ... 


UHF Stations Chilled by FCC Inaction 


By Stanley E. Cohen 

Washington Editor 
WASHINGTON, June 5—More dis- 
appointments for tv’s poor rela- 
tives, the uhf stations. The Federal 
Communications Commission con- 
tinues to back away from decisions 
about their future. And now the 
American Broadcasting Co. seems 

to have abandoned them. 
About 90 stations cling to the 


de-intermixture, which is sup- 
posed to protect many uhfs from 


vhf competition, isn’t working out. | 


And he indicated that a decision 
on the ultimate switch of all tv to 
|the uhf band may be at least one 
to two years away. 

Some members of the Senate 
|commerce committee who heard 
|his testimony wondered whether 
|FCC isn’t doing uhf more harm 


70 uhf channels, hopeful that a|than good. Sen. Frank Lausche 
solution to tv’s technical problems| (D., O.) looked over the list of 
will be reached. markets where FCC has plans to 

But last week FCC Chairman) eliminate competition between uhf 
John Doerfer testified that limited |and vhf transmitters. He was im- 


|pressed by the fact that all the|can’t afford to wait. Noting that 


|markets. Now it is resorting to a 


large ones were de-intermixed in-|a decision on uhf is still two years 
to all-vhf markets, while the small-| away, it adds, “Once we decide 
er ones were earmarked for all| where we are going, it will take 
uhf. “Why, your plan destroys | years to get there, whatever deci- 
more uhf circulation than it cre-|sion is selected.” 
ates,” he commented. | FCC Commissioner T. A. M. 
|Craven has spiced up the alloca- 
® Apparently the American|tions stew with a plan proposing 
Broadcasting Co. shares Sen.|25 commercial tv channels, all in 
Lausche’s impression. In the past ‘the vhf band. He keeps the exist- 
ABC has strongly advocated lim- ing channels 7 to 12, and adds 19 
ited de-intermixture as a good|new ones immediately above them 
short-range solution to the short-|on the vhf dial. 
age of equal stations in major; In the reshuffle, existing chan- 
|nels 2 to 6 are turned over to the 
proposal involving a minimum of | military, so there are not likely 
three vhfs in each of the nation’s to be any cheers from the luckless 
top 125 markets. | occupants who will have to move 
While this requires a downgrad- | to one of the 19 new vhf channels. 
ing of engineering standards in| Incidentally, these 19 channels 
about 25 markets, ABC says it! can’t be received on existing sets, 


KRON is TV in SF 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD «: 
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but experts say the production of 
vhf adaptors or new 25-channel 
sets is duck soup compared with 
production of receivers for the 
tricky uhf band. 


Census officials 
Appliances on are promising 
Census List that the 1960 cen- 

sus of population 
and housing will provide an un- 
usually large amount of informa- 
tion about consumer “inventories” 
of big-ticket appliances. 

After resisting virtually every 
request for new questions for the 
1960 census, they have recently 
shifted ground. Radio was reject- 
ed, then reinstated under congres- 
sional pressure. And this week, the 
Federal Statistics Users Confer- 
ence reported its members have 
been advised that the 1960 housing 
census will include detailed in- 
formation on dishwashers, home 
freezers, clothes washers (with 
breakdowns showing automatic, 
semi-automatic, and washer-dryer 
combinations); and for cities of 
50,000 or over, automobile owner- 
ship. 


The five-year 
Postal Rate fight over postal 
Fight Goes On ‘ate increases has 

ended, but the 
dust hasn’t settled. Even before 
the President’s signature was dry 
on the new law, Rep. Thomas P. 
O’Neill (D., Mass.) was sponsor- 
ing a bill holding the second class 
increase to a series of three 10% 
increases for editorial and adver- 
tising matter alike. (Instead of 
10% on editorial and 18% on ad- 
vertising.) Parcel post users were 
pushing for hearings on a special 
bill establishing more liberal size 
and weight limits. Spokesmen for 
direct mail groups were preparing 
to gather data which will show 
that increases beyond the 2¢ bulk 
piece rate effective next Jan. 1 
would be disastrous. 


Advertising 
Council - Ameri- 
can Heritage 
Foundation are 
on the spot, with their forthcom- 
ing campaign to raise funds for this 
fall’s political campaign. Sen. 
Richard Neuberger (D., Ore.), who 
thinks Congress ought to finance 


Ad Council 
Plan on Spot 


| the election campaigns, says he is 


willing to see what the Ad Council 
can accomplish. But he contends 
that if the voluntary campaign 
fails, then the Ad Council ought to 
agree that the time has come for 
the adoption of a plan such as 
his. # 


NBC-TV Adds Four Sponsors 

Four advertisers have been add- 
ed to the sponsor lineup of four 
new afternoon programs and 
other current daytime shows at 
NBC Television, New York. All 
four, Alberto-Culver Co. (Geof- 
frey Wade Advertising), Chese- 
brough-Pond’s and Mentholatum 
Co. (both J. Walter Thompson Co.) 
and Standard Brands (Ted Bates 
& Co.) have ordered alternate 
quarter-hours on “The Price Is 
Right.” Alberto-Culver, Chese- 
brough and Mentholatum have 
purchased alternate quarter-hours 
on “It Could Be You” and “Treas- 
ure Hunt.” Alberto and Chese- 
brough will sponsor similar periods 
on “Queen For a Day” and “Lucky 
Partners.” Chesebrough and Men- 
tholatum have purchased seg- 
ments of “Haggis Baggis,” while 
Alberto will co-sponsor “Tic Tac 
Dough,” “Today Is Yours” and 
“From These Roots.” 


Two Join Freberg Ltd. 

Bob Klein, formerly account 
executive with Compton Adver- 
tising, has been appointed general 
manager of Freberg Ltd., Holly- 
wood. Alan Ault has resigned as a 
copywriter at Guild, Bascom & 
Bonfigli, San Francisco, to join 
the staff of Freberg Ltd. 
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There is a tide in the 
affairs of men which, 
taken at the flood, 
leads on to fortune... 


—dJulius Caesar, act IV., sc. Ill 


You may have heard the frisky story 
whose tag line runs: “That’s when 
you learn who your real friends are!” 


In today’s market every business man 
must decide anew who his real 
friends are; who is giving him tre 
most help when he needs help most. 


Who Helps Me Create 


Customers? 


Advertisers particularly must decide 
which media helps them by stimu- 
lating demand. It is no longer 
enough to buy an audience of faces. 
You need pre-sold customers; not 
suspects, but prospects. 


The ten Hearst Magazines are 


designed specifically to create cus- 
tomers—and sales. 


Advertisers in these magazines don't 
just hope people will buy—their 
goods are displayed in a setting 
where able editors actively create 
desire, stimulate demand, with per- 
suasive artistry that is based on long 
experience and intimate knowledge 
of national markets. 


The American public has money to 
spend, and it is the continuing job 
of Hearst magazine editors to en- 


courage them to spend it—wisely. 


And in appraising times like these 
customers turn toward those recog- 
nized authorities who can guide them 
best in their purchasing. 


It all adds up to confidence—in Amer- 
ica, in our national economy, and in 
our magazines. 


It’s Pleasant—And It’s 


Profitable—To Be Welcome 


It is rewarding to talk to people who 
share your own enthusiasms, who 
have a lively interest in what you 
have to say—and to sell. 


Because it is so rewarding—HEARST 
MAGAZINES are currently enjoying 
the best six months since the War— 
we are actively engaged in improv- 
ing and expanding our publications. 
And it is no secret that we are in the 
market for new additions to our 
family of special interest magazines. 


HEARST MAGAZINES 


ten keys to 
ten golden markets 


a division of the 


HEARST CORPORATION 


ita cts 


THE GOOD OLO SUMMERTIME 


WHAT KINO OF 
MAN WILL 
YOU MARRY? 


How TO BENMHAVE 


ON YOUR 
HONEYMOON - 


good BE Pousekeeping 
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NIAA Speakers Stress Marketing 
Concept in Three-Day Convention 


ISIM May Be Dead, but 
‘Total Market Concept’ 
Enlivens NIAA Program 


Sr. Louis, June 6—Although po- 
litically the National Industrial 
Advertisers Assn. turned down the 
proposal which would have recast 
it as a high level “total marketing 
concept” organization, there was 
no dearth of total marketing dis- 
cussion on the association pro- 
gram. 

At 
session, three speakers made pleas 
for the total marketing concept of 
advertising, and the development 
of advertising management and 
agency services along the lines of 
marketing functions. 

“Everything you do, how you 
conduct yourself, how you direct 
your efforts, as well as what kind 
of ads you run and where you run 
them, should reflect your devotion 
to the whole marketing job, not 
just to your special part of it,” 
John L. Gillis, vp of marketing, 
Monsanto Chemical Co., told the 
group. “If marketing is to work in 
our respective companies, the 
marketing team must be stronger 
than the sum of its parts.” 


® There is nothing new about the 
total marketing concept, and agen- 
cies have developed skills along 
these lines to match the demands 
of business, George J. Callos, pres- 
ident of Klau-Van Pietersom-Dun- 
lap, Milwaukee, told the group. 

The need for marketing, rather 
than merely advertising, is espe- 
cially marked in the industrial 
field, Mr. Callos said. 

The Thursday morning session 
was devoted to planning for mar- 
keting and advertising, with Wroe 
Alderson, Alderson & Sessions, 
Philadelphia, discussing the need 
for a marketing plan and how to 
write one; John McKinven, Fuller 
& Smith & Ross, Pittsburgh, dis- 
cussing the need for an advertising 
and sales promotion plan and how 
to write one, and S. T. Harris and 
Clark W. Fishel, marketing vp and 
merchandising manager, respec- 
tively, of Texas Instruments Inc., 
Dallas, detailing how their com- 
pany had put a coordinated mar- 
keting and merchandising plan into 
operation and how it has worked 
in the fabulous growth of this 
company. 


s At the Thursday afternoon ses- 
sion, William C. Graham, McKin- 
sey & Co., New York, asserted that 
it has been an extremely tough 
job to apply the marketing concept 
in many mature industrial com- 
panies which have been oriented 
to plants, processes and product 
rather than to markets. 

“But,” he warned, “half meas- 
ures, misunderstanding, and lip 
service to the concept will not 
achieve the desired results—and 
worse, will cause disillusionment 
with the concept itself. And this,” 
he said, “is the most serious con- 
sequence of all.” 


s Marketing directors must accept 
seven basic areas of responsibility 
as their marketing stewardship, 
S. E. Wolkenheim, marketing vp 
of A. O. Smith Corp., told the con- 
vention. 

A marketing director must start 
with a deep sense of the impor- 
tance of marketing research and 
must keep constantly abreast of 
business conditions, he said. Then 
he must properly organize his job 
so as to provide accurate forecasts 
of sales, budgets and quotas, and 
must accept prime responsibility 
for product planning and develop- 


ment. | 
His fourth and central] respon- 


the Wednesday afternoon | 


| keting and 


j sibility is for sales; his fifth the 


proper harnessing of the total 
merchandising effort to the mar- 
sales program. His 
sixth responsibility is to make 
sure that product service is ade- 
quate, so there can be no difficulty 
about repeat sales. And, as his 
final responsibility, he must pro- 
vide the means for continued 
development of the marketing 
organization. 


s Advertising attracts more good 
people than it can use and the 


|problem of training people is far 


more important than that of re- 
cruiting them, according to Ken- 
neth F. Yarbrough, manager of 
advertising personnel development 
in the apparatus advertising and 
sales promotion department of 
General Electric Co. 

GE, he reported, has had an 
advertising training program for 
10 years. During the past five 
years, it has recruited 256 men 
from 68 colleges, who today are 
located in more than 100 GE busi- 
ness units. 


= The Friday sessions were given 
over almost entirely to a series of 
panel sessions discussing such 
subjects as “How to Find Indus- 
trial Prospects,” “Creating Promo- 
tions Salesmen Can Use,” “How to 
Support the Industrial Distribu- 
tor,” etc. 

Marion Harper Jr., president, 
McCann-Erickson, New York, dis- 
cussed worldwide creative mar- 
keting at the luncheon session on 
Friday, and in the afternoon an- 
other panel composed of J. E. 
Bachelder, managing director, In- 
dustrial Advertising Research In- 
stitute; J. W. Rosberg, the Buchen 
Co., Chicago; and J. W. DeWolf, 
G. M. Basford Co., New York, dis- 
cussed the work of the institute 
and the uses of research in general 
in increasing the yield from dollars 
spent for space advertising. 

Mr. Harper said markets abroad 
are growing at such a rapid pace 


|that “this audience is confronted 


with a true marketing revolution— 
one that makes very mild, indeed, 
what we have called by the same 
name in the U. S.” 

Mr. Harper predicted that “the 
new world market will set off the 
liveliest contest in inventiveness 
ever seen.’”’ He said the key task 
for international marketers will be 
the development of creative solu- 
tions. He said the watchword must 
be readiness to try new approaches 
and “to overthrow rigid trade 
practices.” He said marketers, both 
industrial and consumer, must be 
oriented more to the consumer. He 
predicted that industrial market- 
ers in the international field will be 
making more use of public rela- 
tions advertising. 


s Emphasizing that it is a fallacy 
to assume that depressions can be 
cured by raising wages, William A. 
McDonnell, president of the Cham- 
ber of Commerce of the U.S. and 
chairman of the First National 
Bank of St. Louis, told the NIAA 
at its luncheon Wednesday that an 
increasingly important purpose of 
advertising is to sell ideas. 

“Some of the most powerful and 
compelling editorials on the Amer- 
ican way of life are found in the 
advertising sections of our maga- 
zines and newspapers,” he said, 
“and advertising is footing the bill 
for social, economic and political 
enlightenment by way of radio and 
television discussion programs.” 


s The current recession may bring 
with it reduced ad appropriations 
and more stringent working condi- 
tions, but it also provides “a golden 
opportunity to broaden our vision 


Sr 


DRAWING POWER—Union Electric Co., St. Louis, is launching a cam- 

paign designed to attract industry to the area. This spread in Busi- 

ness Week, Dun’s Review & Modern Industry, Fortune, Nation’s 

Business and Newsweek emphasizes industrial advantages of the 

area. It follows a spread in the June 16 Life (the first electric utility 

ad in Life, Union says) which stresses “good living.” Gardner Ad- 
vertising Co., St. Louis, is the agency. 


and prepare ourselves to attain the 
stature and recognition we, as ad- 
vertising people, so richly deserve,” 
Parker Stough, manager of ad- 
vertising and sales promotion of 
Bulldog Electric Products Co., told 
the NIAA group in the final speech 
of the convention. 

“The only sure-fire method I 
know of to advance the marketing 
concept in any company, plus 
promoting the major role adver- 
tising must play in the total opera- 
tion,” he said, “is to sell it. And 
you sell best what you are best 
prepared to sell.” 


® In line with this precept, Mr. 
Stough urged advertising mana- 
gers to “assume the initiative and 
establish communications with key 
people in the research and devel- 
opment department, the manufac- 
turing and production division, 
and the engineering department” 
so as to have a total knowledge of 
all the complexities of marketing 
satisfactory products at a profit. = 


Sears Put Record 
$62,342,291 into 
Advertising in ‘57 


Cuicaco, June 6—Sears, Roe- 
buck & Co. last year invested a 
record $62,342,291 in local and na- 
tional advertising—a 6% increase 
over the company’s 1956 expendi- 
ture of $58,240,358. 

Sears poured a record $46,472,- 
000 last year into newspapers, a 
2.2% gain over 1956 expenditures 
of $45,479,000. The money was 
spread among 993 daily and week- 
ly newspapers in all 48 states. It 
was the 12th consecutive year of 
record newspaper ad expenditures 
for Sears. 


Other local media which shared | 


in a $13,038,000 expenditure last 
year included radio, television, di- 
rect mail and circulars. On the na- 
tional advertising front, Sears in- 
vested $2,821,331 in consumer 
magazines, $4,960 in farm publica- 
tions and $6,000 in business 
papers. # 


Hearst Corp. Will Distribute 
Telenews Programs 


William Randolph Hearst Jr.| . 
has announced that Hearst Metro- | | 


tone News, New York, will con- 
tinue to service its tv station cus- 


tomers with its various Telenews | | 
programs. He said this newsfilm || 


service to tv stations was in no 
way involved in the merger of In- 
ternational News Service with 
United Press. 

INS had been the exclusive sales 
agent for Telenews programs, but 
their distribution will now be han- 
dled by Hearst Corp. Hearst Met- 
rotone News, which is partly 
owned by M-G-M, produces “News 
of the Day” for theaters as well 
as the several tv film newsreels. 


American Distilling 
Switches Account 
to Fred Gardner Co. 


New York, June 5—American 
Distilling Co., Pekin, Ill., has ap- 
pointed Fred Gardner Co. to han- 
dle advertising of all its products, 
except Bourbon Supreme, which 
will continue to be handled by 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill. 

Gardner has been handling two 
of the company’s brands for some 
time, namely, Dunphy’s Irish whis- 
ky and Grand Old Parr scotch. 
Now it will also handle Gucken- 
heimer, Stillbrook, Old American, 
Town Club, Meadwood and Sandy 
MacDonald whiskies, Tovarisch 
vodka, and other American Dis- 
tilling brands, formerly handled 
by Abbott Kimball Co., which 
merged with Grant Advertising 
Inc. earlier this year (AA, Feb. 
17). 


= Future advertising plans will be 
decided later this month at a con- 
ference in Pekin, a Gardner 
spokesman said. Expectations are 
that the liquor company will ex- 
pand its advertising program in 


newspapers, magazines, outdoor, 
business papers and point of 
sale. # 


Horton Leaves NBC for CBS 

Michael Horton, formerly direc- 
tor of information at National 
Broadcasting Co., New York, has 
been appointed to the new post of 
director of information services of 
CBS News, New York. 


~ Awomneedle — 


ruins records 


fe id derely 


| seo erence ae eeONE 


me a 
SOLS (2: 


NSA ; 7 c oe 
oui ane : ; 
~~” wate Sr ere ee 
| ORT sat toed Mle hee ek” 


RECORD SAVER—Fidelitone Inc., Chi- 
cago, is using this June 16 Time 
page to inaugurate what it be- 
lieves is the heaviest promotion of 
diamond needles ever undertaken. 
A contest and trade ads are in- 
cluded in the campaign. W. D. 
Lyon Co., Cedar Rapids, is the 
agency. 


Advertising Age, June 9, 1958 


AFA Can Look Back 
at Successful Year 


During Convention 


Da.tias, June 6—The Advertis- 
ing Federation of America can 
claim a year of accomplishment— 
particularly on the legislative 
front—but it still needs money, 
President James Proud will report 
to the AFA convention June 8. 

Among the accomplishments: 

1. The opening of a Washington 
office, its first in 25 years. 

2. The establishment of an ad- 
vertising educational foundation, 
which can receive gifts from ad- 
vertising people who wish to con- 
tribute to advertising education. 

3. Increased activity with col- 
leges—the College Cooperation 
Committee, of which Ben R. 
Donaldson, Ford Motor Co., is 
chairman, continued such projects 
as the summer fellowship program 
for professors, and the exchange of 
teaching materials; Dean Gordon 
Sabine, Michigan State, completed 
a survey of colleges granting ma- 
jors in advertising; the proposed 
organization of an American Ad- 
vertising Academy, an organization 
of college professors teaching ad- 
vertising; a National Institute of 
Advertising Management, Agencies 
& Media, which was postponed 
this year because of difficulty in 
assembling speakers, but which 
is scheduled for 1959 in collabora- 
tion with Michigan State, the site 
of the meeting. 


= On the legislative front, the AF 
spearheaded the fight against the 
Baltimore advertising tax, the re 
port recalls. 

As the tax idea spread, AFA pu 
together its community action plan, 
and raised a war chest of $13,500 
from nearly 100 companies, adver 
tising clubs and individuals. Of 
that amount, $1,000 went to th 
Maryland Advertising Club to help 
pay for legal fees, and another 
$2,000 went into the printing of 
the community action plan blue- 
print for fighting advertising taxes. 

Last year AFA opened meetings 
with the Federal Trade Commis- 
sion aimed at an exchange of in- 
formation, and it expects to carry 
interpretations of FTC actions 
and articles stressing trends in ad- 
vertising abuses in the federation 
newsletter. AFA also was active 
in dealing with the Internal Rev- 
enue Service. Mr. Proud’s report 
calls attention to the association’ 
action with respect to the institu 
tional advertising ruling and on the 
IRS’ reversal of 20-year policy in 
requiring that co-op advertising 
allowances be included in the ex- 


| cise tax base. 


= The AFA was deep in the fight 
on postal rates and the attacks on 
outdoor advertising, and the peren 
nial Langer bill to outlaw radio 
and tv advertising of beer and 
liquor. Its efforts on postal rates 
and outdoor were unsuccessful. 
Mr. Proud reports that AFA 
now has 124 clubs, that five new 
clubs have been organized and af- 
filiated, that one (Washington, 
D. C.) reaffiliated. Three new clubs 
were to be charted at the conven- 


tion—Topeka, Springfield,  IIl., 
and Monroe, La. 
At the same time, the AFA 


president warns that the associa- 
tion must get additional financial 
support from industry, adding, “we 
believe we are creating a climate 
of confidence in AFA which will 
bring in this added income.” # 


Dodge Boosts Frank Wylie 

Chrysler Corp., Detroit, has pro- 
moted Frank Wylie to the new po- 
sition of director of public rela- 
tions, Dodge cars and trucks. Mr. 
Wylie joined Chrysler in 1948. He 
assumed pr_ responsibility for 
Dodge cars in 1955 and for trucks 
in 1956. 
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An Editor Tells His Staff— 


WHY I’M GLAD I WORK FOR 


We all get so busy with the day’s work, so busy 
turning out the next magazine as soon as we’ve 
high-pressured the last one to press, that it may 
be worthwhile to stop and consider just what it is 
we are doing with our lives. 

When a magazine is growing fast in visible ways 
—adding readers, adding pages, adding editions, 
adding staff, and fighting its way to the top of the 
competitive heap, as we have been doing for the 
last 15 years or so, everyone has a feeling of 
progress and new achievement. 

The same can be said of each of us personally. 
In the first few years on the staff we are breaking 
in, developing a place, experiencing the thrills of 
magazine making for the first time. But after we’ve 
been through all of this for a few years it is only 
natural to ask ourselves: “‘Is there anything ahead? 
Have we arrived, with no place further to go? 
Personally do we just level off and do more of the 
same from here on, or is there still room to grow?” 

Well, those are good questions. Let’s take a 
look at them. 


DIKE 


It may be worthwhile to take a minute or two to 
consider the business we’re in—the magazine busi- 
ness. We'll talk about FARM JOURNAL in a moment; 
but first let’s see where the magazine world stands 
in this year of 1958. 

Some people have a vague sort of feeling that 
while magazines have been an illustrious part of 
American life for around a hundred years, they 
may now be in a phase of slow decline; that 
newer, more exciting means of communication 
appear to be gradually superseding them. They 
may feel magazines offer a way of spending an hour 
or an evening if you don’t have something more 
urgent to do, but that it’s no great loss if you don’t 
get around to reading them at all this week or 
this month. 

Of some magazines that’s doubtless a fair assess- 
ment. But not of our kind, nor of most of the 
really successful magazines of today. These are the 
magazines that do something for people—that help 
them in some way, with news, information, a 
philosophy of life, inspiration, sometimes enter- 
tainment or whatever they really need. 

The following figures may surprise you; at least 
I believe they'll interest you. They should en- 
courage you, too. 

Magazine circulation is now at an all-time high, 
and it reached these heights in the so-called age of 
television. Since 1949 magazines have risen from 
143 million copies per issue to 184 million. 

As compared with the 184 million, daily news- 
papers distribute 55 million copies per issue. 

Radio counts 121 million sets in homes, offices, 
cars, everywhere. 

And 40 million homes have TV sets. 

In advertising, magazines have just about dou- 
bled their revenue since World War II. 

But it is in influence that magazines have grown 
most of all. Why? 

They show people what’s better. They make 
people want the better. And they show them how 


—and particularly this one 


By CARROLL P. STREETER 


to get it. They are full of the spirit of personal 
possibility, with guidebook furnished. 

People want to succeed. They want to do better. 
They want to fulfill their personal possibilities. 
That’s why they turn to good magazines for nour- 
ishment. John P. Cunningham, president of the 
advertising agency of Cunningham and Walsh, 
made an astute observation when he said that 
“Newspapers, generally speaking, flourish on the 
evils of life—magazines, generally, flourish on the 
good things of life.” Moreover the magazine is 
still alive when the TV or radio program has 
faded into space, and yesterday’s newspaper has 
been superseded. 

Magazines report news in depth. They interpret 
it, put it in a frame of reference, help you under- 
stand its significance. The best depth reporting 
today is found not in newspapers, radio or TV, 
but in magazines. 

Magazines excel in producing action. The success 
story is their specialty—success that persuades not 
by exhortation but by demonstration and example. 
It’s the most powerful stimulant of all, and it 
belongs primarily to magazines. 

Magazines have special power, too, because they 
develop their own personalities. Magazines set 
standards and tastes. They speak with a kind of 
authority not accorded newspapers, TV or radio. 
You might like Jack Benny’s program because you 
like Benny, but you don’t develop any fighting 
loyalty to the TV station that brings his program 
to you. You don’t particularly love the morning 
newspaper because it reports a bank embezzle- 
ment. But a successful magazine engenders trust, 
loyalty, yes, and affection. It does it by what it 
chooses to print and it does it by its special manner. 
It achieves a personality. As Wilmer Atkinson, our 
founder, used to say: “If FARM JOURNAL says it 
—it’s so.” 


DIES 


FARM JOURNAL does every one of the things I have 
just mentioned. We are part of the farm world but 
we are also part of the magazine world, and that’s 
why I have stopped for this bit of generalization. 
Every magazine has its own special problems. 
It must do something important for readers (and 
convince advertisers that it is doing so) or it passes 
from the scene. Using the term broadly, it must 
help people with something they have urgent need 
of. And with very few exceptions magazines are 
designed to help special groups of people with 
their special needs. Which is why FARM JOURNAL 
is needed, and why Farm JoURNAL prospers. 
People do not change. They are very much the 
same today as when the Bible was written. It is 
their situation that changes. With farm families 
this change has been especially fast. 
Our job is to keep an eye on both these truths. 
In all the talk about “change” we have to 
remember that the kinds of help and sustenance 
people want from us are the same today as they 
were yesterday. Farming is certainly becoming 
more a science and more a business every day. But 
let’s never forget that it is still also an art—an art 


A MAGAZINE 


practiced by some very human people. In these 
days this would be especially easy to forget. Were 
FARM JOURNAL ever to forget it, it would become 
a cold, impersonal—and dull—magazine. While 
people might have an intellectual respect for FARM 
JOURNAL they’d give it mighty little affection. 
Though they probably couldn’t name the reason, 
they’d know that something was gone from their 
FARM JOURNAL. As, indeed it would have. 

Our formula is, like the book title, LOVE, 
WORK, PLAY AND WORSHIP and I hope we 
never forget it in the midst of all our preoccupation 
with antibiotics, integration, contract farming and 
electronic ranges. 

Having recognized this, we'll all agree, I’m sure, 
that we’re going to have to be more astute, more 
sensitive, more able than ever before to detect and 
appraise the rapid changes in our reader’s situation. 


DAKE 


Like agriculture, FARM JOURNAL has come to a 
new chapter. We have just taken the unprecedent- 
ed step of limiting our audience only to people who 
have an active interest in farming. Thereby volun- 
tarily reducing our circulation to 3,100,000 sub- 
scribing families. 

But influence is not measured by numbers of 
readers alone. It is measured by the quality of 
those readers, and the quality of job we do for them. 

There can be no question about the upgrading 
of quality in our audience. Our subscribers will 
have more money. They will have more education. 
They will be more cosmopolitan and less pro- 
vincial. They will have, and will take, more time 
to read. 

The real question which remains is whether we, 
who are entrusted with FARM Journal in these 
critical years—into whose hands the respon- 
sibility has been placed for a little while—can 
measure up to the possibilities. FARM JOURNAL 
began, long before any of us who are here had 
appeared on the scene; it will be here long after we 
pass from it. Our challenge is to leave it stronger, 
not weaker. 

Rural America looks to FARM JouRNAL—for 
leadership, for news, for information, for inspira- 
tion, for courage. Each day we receive more and 
more evidence that FARM JOURNAL is “the maga- 
zine farm families depend on.” 

With the almost-incredible opportunity that has 
been given to us—and with the powerful tools 
which have been put in our hands—let us hope 
that we may summon the wit, the imagination and 
the gumption to come somewhere near measuring 
up to the task and the opportunity granted us. 


DIKE 


Carroll P. Streeter, Editor of FARM JOURNAL, 
addressed this message of inspiration to the more 
than forty men and women who create FARM 
JOURNAL each month. We, the management of 
FARM JOURNAL, felt that you of the business world 
would appreciate an editor’s views on the future 
of magazines. 
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Advertising Age, June 9, 1958 


Florida Tax on Ads 
a Threat, Newspaper 
Ad Execs Are Warned 


LAKELAND, FLA., June 3—A pro- 
posal to levy a state tax on adver- 
tising appears likely to crop up in 
Florida’s 1959 legislature unless 
law makers can be convinced 
ahead of time that it is undesira- 
ble, members of the Florida News- 
paper Advertising Executives were 
told at their spring meeting last 
week. 

“We must return to our home 
towns and start laying the ground- 
work now to oppose such legisla- 
tion,” Henry Quednau, Tampa 
agency owner, told the newspaper 
representatives. 

“T don’t think that members of 
the legislature would be in favor 
of such a tax if they were given 
the whole picture,” he added. Mr. 
Quednau did not indicate any pos- 
sible sponsor for the tax. 


® Meanwhile, Charles A. Rovetta, 
dean of Florida State University’s 
school of business, went on record 
as opposing any effort to tax ad- 
vertising in Florida. He told a 
group of motel operators meeting 
in Tallahassee for an FSU short 
course that such a levy “would be 
detrimental to the basic interests 
of Florida.” 

The school official said that ad- 
vertising is a strong stimulant 
upon which the state depends to 
accelerate the economy and that 
an ad tax would slow the rate of 
recovery in basic areas of the econ- 
omy. # 


‘Motor Trend’ West Edition 
to Debut in October 

A western edition of Motor 
Trend—to cover 11 western states, 
West Canada, Alaska, Hawaii and 
Mexico—will begin publication 
with the magazine’s October, 1958, 
issue. 

Advertisers will be offered a cir- 
culation base of 95,000. Rates are 
$950 for a b&w page. The regional 
edition will carry an additional 16 
pages of editorial matter on west- 
ern features of automotive prod- 
ucts, sports car events, racing 
programs and automotive person- 
alities in the news. 


New Stamp Catalog Issued 
Triple-S Savings Stamps is us- 
ing an eight-week campaign in 97 
newspapers in New York, New Jer- 
sey, Connecticut, Pennsylvania, 
Vermont, Maryland and Florida, 
and one-minute spot announce- 
ments on 27 radio stations to pro- 
mote its new Blue Stamp catalog. 
In addition, a direct mail release 
to 2,000,000 households in the sev- 
en-state area is being used. Hilton 
& Riggio, New York, is the agency. 


Ashland Oil Names Jones 

Ashland Oil & Refining Co., Ash- 
land, Ky., has named Ralph H. 
Jones Co., Cincinnati, to handle ad- 
vertising for two of its affiliates— 
Valvoline Oil Co., Freedom, Pa., 
and Allied Oil Co., Cleveland, ef- 
fective Oct. 1. Jones already is the 
agency for the parent company and 
another affiliate, Aetna Oil Co., 
Louisville. 


Rines Heads Maine Radio 

William H. Rines has been elect- 
ed president of Maine Radio & Tel- 
evision Co. and Maine Broadcast- 
ing Co., Portland, succeeding his 
mother, Mrs. Henry Rines, who is 
retiring. Mr. Rines formerly was 
vp and general manager of the 
company. 


Conner Joins Allen-Klapp 

William N. Conner has joined 
the Chicago sales staff of Allen- 
Klapp Co., newspaper representa- 
tive. He formerly was with the 
Wisconsin State Journal and Cap- 
ital Times, Madison. 


Gerth, Brown Adds El Molino 

Gerth, Brown, Clark & Elkus, 
Los Angeles, has been named to 
handle advertising for El Molino 
Mills, Los Angeles, producer of 
mixes and meals and flours. Gerth, 
Brown also has closed its Oakland 
service office and merged its activ- 
ities with those of its San Fran- 
cisco branch. 


Allis-Chalmers Boosts Foley 

James F. Foley, formerly man- 
ager of the industrial press section 
of Allis-Chalmers Mfg. Co.’s trac- 
tor group sales promotion and ad- 
vertising department, has been ap- 
pointed assistant ad manager of the 
farm equipment division in Mil- 
waukee. 


Laikola to Minnesota Paints 

M. H. Laikola has been named 
advertising manager of Minnesota 
Paints Inc., Minneapolis. Before 
joining the company Mr. Laikola 
was advertising and promotion 
manager of Queen Product Inc., 
Albert Lea, Minn. 
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Even / know that...only the 
ATLANTIC CITY PRESS covers 


All the king's horses and all the king's men—can't dispute the fact that 
when it comes to eating and drinking, Atlantic City is first in the U.S.A. 
with on-the-premise sales. And this $44-million consumption is bolstered 
by an estimated $14 million in package goods . . . yet even that is 
just part of the market consolidated by Atlantic City Press circulation! 
For only the Press has separate, local daily editions in Atlantic, Cape 
May and Cumberland Counties. In fact, to cover all of Southern New 
Jersey, you HAVE to sell in the Atlantic City Press! 


Atlantic City Press 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 
—and 

Erie 


Many Pennsylvania “markets” are not markets at 
all. On analysis newspaper advertisers find that 
they’re unreal combinations of neighboring cities, 
each of which retains its newspaper loyalties. No 
single newspaper buy can cover the whole “mar- 
ket.” = But Erie is no make-believe market. # It is 
Pennsylvania’s 3rd city—right after Philadelphia 
and Pittsburgh—in population, retail sales and 
effective buying income.* It is also one of the lead- 
ing test markets in the East. And Erie’s news- 
papers, The Times & News, deliver the whole sales 
area. = No wonder Erie is the only logical 3rd 
market buy in Pennsylvania. 


* 1958 Sales Management Survey of Buying Power. 


The Erie Times renin 
The Erie NEWS mornin 
The Erie Times-News since, 


For the latest market and media data, call The Katz Agency, Inc. 
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These days, to sell her- 
you have to tell her 
and tell her...and tell her 
...and tell her 


A single copy of the Post provides 5.8 proved reader exposures to your 


advertising page! Over 29 million proved customer contacts per issue! 


The customers are no longer pushovers, as if you 
didn’t know. Seems they’re out to break Silas Marner’s 
record for hanging onto money. 


One big answer to the big problem, as many business 
spokesmen see it, is to sell harder—in every way. 


This calls for penetration in your advertising: your 
most penetrating message, in the medium that gives 
it the maximum opportunity to penetrate. 


This is not so much a matter of merely shaking 
hands with more people. Rather, you have to get under 
the skins of those you meet. 


Your best measure of a magazine’s penetration 
power is how many times it exposes your advertising 
page to its readers. 


Here’s what your advertising page in The Saturday 
Evening Post does — as proved in a major media 
research breakthrough by the new Alfred Politz Ad 
Page Exposure study: 


Your advertising page in a single copy of the 
Post is exposed 5.8 times to the readers of that 
copy. (Over 29,000,000 proved page expo- 
sures per issue. Cost per contact: less than one- 
twelfth of a cent.) 


These are amazing figures, but they make sense. 
The Post is edited to bring readers back. Studies show 
that the Post gets far more repeat reading than any 
other magazine in its field. 


Remember, too, that Post readers are proved Influ- 
entials, They talk up things they read in the Post to 
millions of others. Their influence works fastest be- 
cause it moves sideways— neighbor to neighbor, friend 
to friend—on every spending level. 


What a setup for a hard-selling ad campaign! Like 
yours, for instance. 


AD PAGE 


EXPOSURE 


Get further details on the first bull’s-eye measure 
of the advertising page from your Post salesman. 


NOTE TO OTHER MEDIA: Because of the importance 
of this new study, its techniques and methods will be made 
available to any medium wishing to apply the measure. This 
information will be furnished as soon as complete data are 
published. And we assume that the standards of the Adver- 
tising Research Foundation will be met in using it: 
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| Bt Oe M Sell the POST FP INFLUENTIALS -they tell the others! 


A CURTIS MAGAZINE 
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The Editorial Viewpoint ... 


Cheers for Anderson & Cairns 


Anderson & Cairns—and John A. Cairns in particular—deserve the 
thanks of medium-size advertising agencies for putting together the 
exhibit showing the creative work of 33 medium-size agency mem- 
bers of the American Assn. of Advertising Agencies. 

The exhibit is now on display in the offices of the Anderson & 
Cairns agency in New York; then it will be routed around to the other 
agencies whose work is included. 

All of the agencies are in the group of Four A’s members billing 
between $2,000,000 and $15,000,000, and the objective is to demon- 
strate that size is not a criterion of creativity in an advertising agen- 
cy. Instead, a three-point credo called the “total advertising concept” 
is advanced as the all-important factor in judging agencies. Like this: 

“1. It’s the size of the advertising idea that counts, not the size of 
the shop that produced it. 

“2. It’s the size of the impact of the idea, not the size of the agency’s 
bank balance. 

“3. It’s the size of the service, measured in client satisfaction, not 
the size of the organization chart.” 

Hardly any sensible client would want to argue about that. 


Smart Alecks Aren‘t Smart 


Last week we printed a smart-alec ad for Sipes of Tulsa, making 
fun of co-op ad requirements. Professing to take the reader behind 
the scenes of the co-op allowance, the ad provided column-inch spaces 
—we doubt that they could be called ads—for 49 products, sand- 
wiched in between wisecracks like, “Good thing we don’t have to do 
this every week,” and “Please shop Sipes this week in spite of this ad.” 

Most of the space was given over to a fair amount of nonsense il- 
lustrating rulers and words explaining the horrible travail of retailers 
who want to cash in on co-op ad funds but don’t want anyone telling 
them what or how to advertise. 

Sipes personnel probably loved the ad, and maybe even some read- 
ers liked the high jinks. But we resent it, in pretty much the same way 
that anyone feeding someone doesn’t enjoy having his hand bitten. 

Nobody forces co-op funds on retailers, and manufacturers don’t 
set them up just to be mean. They hope they’ll get some advertising 
and promotional benefits out of ther, and they are entitled to these 
benefits. If, in spite of the fact that practically anything goes, the 
retailer still feels that the manufacturer’s co-op requirements are 
inhibiting him in some way, he can always turn them down. He 
doesn’t have to run snide ads about his “horrible” predicament. 


The Right to Voice Opinions 


We have pointed out before—and we shall point out again and 
again—the tremendous importance to the advertising field, and to 
business and society, of the ruling which the Internal Revenue Serv- 
ice is trying to enforce in the case of the electric utility companies 
and now also in the case of the Minneapolis Star & Tribune. 

The Internal Revenue Service has held that several years’ adver- 
tising of the electric utilities cannot be deducted as a business expense 
for tax purposes because it was not an “ordinary and necessary ex- 


“The Post is just giving away the car, not the girl in the duster, 
Buster.” 


pense” of their businesses, but instead attempted to influence legisla- 
tion. And now Sen. Gore of Tennessee is trying to get the IRS people 
to make the same kind of decision in connection with some advertis- 
ing of the Minneapolis newspapers. 

To our notion, this is the most serious attempt to circumscribe the 
use of advertising and of free speech with which we are all currently 
confronted, and the danger is enormous. In these days, it is practically 
impossible to say anything in an advertisement of a general or insti- 
tutional nature which cannot be interpreted as being aimed at the 
influencing of public or private opinion in some more or less con- 
troversial situation. 

Censorship is specifically forbidden. But if a practical censorship 
is to be substituted through the power to tax, then the practical result 
is not much different. The IRS people, we are certain, have no inten- 
tion of being unreasonable, and we do not mean to imply that they 
are. But they must be more than reasonable to void the threat: They 
must be willing and able to withstand pressures from legislators and 
from the administration, and from everyone else, and to lean over 
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backwards to avoid the charge of censorship. 
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What They're Saying... 


Yesterday's Heroes 
Do Seem Great 

It’s always easy to say yester- 
day’s heroes were blessed with in- 
ordinate brilliance. Particularly, 
there are the pundits who, when 
retired from the business, exorcise 
themselves in the trade magazines. 
Apparently they are trying to re- 
store us to the halcyon days when 
men were men and advertising was 
so fine that any product, when put 
on the wheels of “great” advertis- 
ing copy, was assured of traveling 
the glory road. 

To this, I say “nuts.” 

We are in a changing order of 
things. It’s easy to overlook the 
greater competition of today’s ad- 
vertiser trying to cut a path 
through a jungle of advertising. 
The heroes of yesteryear do seem 
great in retrospect. But I wonder 
how many could keep their heads 
above water in the ebb and flow 
of what’s happening in the adver- 
tising business right now. In fact, 
I’m _ certain today’s advertiser 
would appear downright silly in 
today’s market with the so-called 
great advertising, circa 1925. 


—W. W. Suitt, vp and creative direc- 
tor, Fuller & Smith & Ross, Cleveland, 
at the Columbus Ad Clinic May 16. 


‘Our Responsibility for 
Company Profits’ 

What a title that is! Good Lord, 
we advertising men have enough 
to worry about already without 
being saddled with a profit worry 
too! When the day comes that we 
creative people have to worry 
about profit to keep our jobs I say 
we should all quit... 

If advertising men are supposed 
to have a responsibility for profits, 
just what has top management got 


left to do? Most of us already know 
management needs us to do their 
marketing planning, their sales 
analysis, their product research 
and their annual reports. If we’re 
now going to be responsible for 
what goes in those annual reports, 
then I say “Move over, manage- 
ment, and let a man take the 
wheel.” 


—James H. Lavenson, president, La- 
venson Bureau of Advertising, Phila- 
delphia, at the Eastern New England 
chapter, National Industrial Advertis- 
ers Assn., in Boston. 


The Newspapers’ Role 

Are we turning out—every day 
—the best, the most honest, the 
most responsible, the most interest- 
ing and provocative product we 
can? Are our newspapers good 
enough? The answer is, of course 
they are not...If our newspapers 
are to be really good enough, we 
must operate in a climate of con- 
tinuing self-criticism; a climate in 
which new ideas and experimenta- 
tion are not merely countenanced 
but encouraged; a climate in which 
we strive always to think first of 
our readers and how best to get 
through to them. 


—Larry Fanning, assistant executive 
editor, Chicago Sun-Times, at the Uni- 
versity of California, Berkeley. 


Power of the Press 
Speaking of influence, I think we 
are all affected by the popular lit- 
erature of the day and by what we 
read in the daily papers. If so, you 
could easily get the impression that 
all engineers are the legitimate 
heirs and assigns of Copernicus, 
and Galileo, and Newton. And that 
all merchandisers are dilettantes 
in gray flannel suits... 
—James W. Cook, vp, merchandising, 


AT&T Co., to Philadelphia section, 
management division, AIEE. 
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Rough Proofs 


“License agencies ‘like lawyers,’ 
Ad Fried urges.” 

Maybe he thinks that with their 
expense accounts, agency men 
should have no trouble passing the 
bar examinations. 


Senator Estes Kefauver objected 
to the merger of INS with the 
United Press, but he didn’t say 
whether he thought the U. S. ought 
to subsidize losing enterprises. 


“You might spot Halley’s com- 
et,” suggests Station WKZO-TV, 
but these days it would be a lot 
simpler to look for the latest sput- 
nik. 

* 


“Democrats, GOP like Ad Coun- 
cil’s ‘Give a Buck’ push,” the head- 
line says. 

They’d be hard to please indeed 
if they didn’t like this free fund- 
raising promotion. 


Advertisers don’t try to tamper 
with the news, a Minneapolis pub- 
lic relations panel has concluded. 

All advertisers ask for is an 
even break with the non-advertis- 
ers. 

* 


Unions and _ contractors are 
pitching in with a newspaper cam- 
paign on the West Coast intended 
to add a little glamor to the plumb- 
er’s job. Maybe the copy should 
point out that even the do-it- 
yourselfers admit they can’t get 
along without him. 


“We've got to sell our way out 
of the recession,” says Coca-Cola’s 
Felix Coste. 

And that new reduced price on 
Coca-Cola king-size six-pack ought 
to help do the trick. 


“Americans want today’s long, 
low, fancy, big and powerful cars,” 
says Byron J. Nichols, Chrysler vp. 

And they’d like them even bet- 
ter if their garages were just a lit- 
tle bit bigger. 


Kenwood Dixon, Robert Gair art 
director, has come up with the rev- 
olutionary idea that the type on 
packages ought to be big enough 
to read. 

+ 


The president of the Boot & Shoe 
Workers’ Union has done some 
hard thinking about the industry’s 
selling problems and has conclud- 
ed that slogans don’t necessarily 
sell shoes. 

* 


“We are not interested,” says a 
company looking for an adman, 
“in a ‘generalizer’ who sits back 
and lets the agency do the work, 
and then takes it apart.” 

Sounds like a tough job. 


Tourists who were avoiding 
Cuba in recent months because of 
political disturbances are finding 
it more difficult every day to pick 
spots where there are no political 
disturbances to be avoided. 


Copy Cus. 
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INQUI 


Docs’ BEST FRIENDS are a majority in Inquirer 
families. Take the case of the foundling Fidos at the 
City Pound. Each year, on page three, The Inquirer 
sponsors a campaign themed: ‘Adopt a Dog for 
Christmas.” And how the readers of this newspaper 
respond! For The Inquirer awakens emotions as 


well as minds. It, frankly, tugs at heartstrings... 
inspires its readers, as it informs, amuses and 
entertains them. Such a climate provides a welcome 
atmosphere for advertising. And advertisers know it 
well... have made The Inquirer first choice in 
Delaware Valley, for 24 consecutive years! 
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Out of the heartbeat of Los Angeles’ 
famed rescue operations comes this 
| continuing human-drama adventure 
| series, starring JIM DAVIS as Wes 
Cameron, and a thrilling newcomer to 
TV...LANG JEFFRIES, as Skip Johnson 


TAKE “ACTION” NOW! CONTACT: 


SCREEN WGEMS..-.......aR 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. HIGH 


NEW YORK DETROIT CHICAGO HOUSTON HOLLYWOOD MIAMI TORONTO 
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CBS Radio Names Poster 


Henry R. Poster, formerly direc- 
tor of sales development, promo- 
tion and research of Mutual Broad- 
casting System, has been appointed 
director of sales presentations of 
CBS Radio, New York. Mr. Poster 
replaces Richard Golden, who 
moved to CBS Television Network 
with the same title. 


CRITICAL READERS 


LISTENERS, VIEWERS 
think up claims thet your agency, 


Prac or personnel have committed 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 

FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 

against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


21 W. Tenth, Keneap ac ie. 
William — 175 "00. Bush 
St 


Jackson 


Datsun Names Dale & Finkels 

Datsun Motors Ltd., Japanese 
auto manufacturer which is plan- 
ning to introduce its passenger cars 
in this country later this year, has 
appointed Dale & Finkels, New 
York, to handle its advertising, 
public relations, sales promotion 
and merchandising. 


Craig Rejoins Bastord 
Jack Craig has rejoined the in- 


|dustrial literature department of 


G. M. Basford Co., New York. He 


|;was with the agency’s New York 


office for more than three years 
before 1957, and since then has 
been with W. Alec Jordan Associ- 
ates. 


Pacific Gun to Meltzer 

Pacific Gun Sight Co., Palo Alto, 
Cal., has named Richard N. Melt- 
zer Advertising, San Francisco, to 


|handle its advertising. The former 


agency of record is Evans, McClure 


| Associates, San Francisco. 
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COAST TO COAST 
LONG DISTANCE MOVING 


Workshop to See 
Demonstration 
of Video Tape 


Unique Showing of New 
TV Device Will Feature 
AA Workshop Sessions 


Cuicaco, June 4—An unusual 
demonstration of the speed and 
flexibility of video tape will be 
provided registrants in the Crea- 
tive Advertising Workshop to be 
held in Chicago July 23-26. 

Hooper White, radio-tv producer 
at J. Walter Thompson Co., in 
charge of the discussion of the use 
of video tape for tv commercials, 
has completed arrangements with 
Ampex Corp. to demonstrate its 
product graphically on Friday, 
July 25. 

Instead of hooking into a remote 
pickup, as originally planned, 
workshop participants will be 
transported in special buses from 
the Edgewater Beach Hotel to the 
500-seat Studio 1A of Station 
WGN, on Michigan Ave., where 
the entire afternoon program will 
be staged. 


= “In order to show the immediate 
re-play possibilities of video tape,” 
Mr. White says, “we will actually 
construct a trial commercial using 
shots of the workshop audience in 
the final edited version. 

“Rather than use film clips or 
slides to show close-ups, we will 
have live television cameras on 
stage in Studio 1A to take pictures 
of the recorder as well as editing 
machines in action. This live pic- 
ture will then be transmitted to 
monitors so that the audience will 


vy vy vy National + + x 


NEWSPAPER. 


MEEK 


“OCTOBER 1-8, 1958 


EMBLEM—“Your Newspaper... 
Guards Your Freedoms” is the 
theme for this year’s National 
Newspaper Week. The week, Oct. 
1-8, is sponsored annually by 
Newspaper Association Managers. 


be able to see exactly what the 
live-action camera sees. We will 
then go through the process of in- 
tegrating film clips with the video 
tape, and then re-play the entire 
commercial. The final product will 
include live shots, edited video 
tape portions, and film clips, thus 
giving the seminar participants an 
immediate visual comparison of 
the three techniques.” 


= The ADVERTISING AcE Summer 
Workshop in Creativity in Adver- 
tising is designed as a creative 
“battery-recharging” session for 
writers, account executives, pro- 
motion and advertising personnel, 
etc., both print and broadcast. 

The first day will be devoted 
primarily to a discussion of the 
consumer and what makes him 
tick; the second day will explore 
“The Creative Idea in Broadcast- 
ing,” including the _ interesting 
demonstration mentioned, and the 
final day will be devoted to “The 


Advertising Age, June 9, 1958 


Creative Idea in Print.” 

A star-studded “faculty” of 25 
experts in research and various 
phases of print and broadcast ad- 
vertising will lead the workshop 
sessions. Already an “overflow” 
attendance of creative advertising 
people of all types, from some 26 
states, is assured. Registrations for 
the workshop topped 230 as of yes- 
terday, and the quality of the reg- 
istrants guarantees that the work- 
shop will attract an extraordinary 
galaxy of creative advertising tal- 
ent. 


|= Cost of the workshop, including 


three lunches and two dinners, but 
not including accommodations at 
the all-air-conditioned Edgewater 
Beach Hotel in Chicago, is $110. 
Complete details and enrollment 
blanks may be secured from Sum- 
mer Workshops, c/o ADVERTISING 
AcE, 200 E. Illinois St., Chicago 
11, Ill. + 


California Oil Co. Sets 
$2.000.000 Ad Campaign 

California Oil Co., Perth Amboy, 
N. J., has launched a $2,000,000 
campaign to introduce its Chevron 
gasolines in the East. Chevron is 
presently marketed in 13 western 
states. The brand name was re- 
cently changed from Calso to 
Chevron in the marketing area ex- 
tending from Maine to North Car- 
olina. 

The company will introduce a 
cartoon personality, Hy Finn, in 
its spot tv and newspaper adver- 
tising. Outdoor advertising and 
point of purchase material also 
will be used. 


Kress Resigns from Philco 
William E. Kress has resigned as 
midwestern marketing manager of 
Philco Corp. Mr. Kress, a veteran 
of 24 years with Philco, was pro- 
moted to the position in December, 
1956, with offices in Chicago. 


*Con Donovan, Media Director, Charles W. Hoyt Co., Inc. 
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engineering 
does the 
steering 


from idea to market 


*‘Look ma, no hands.” For the price of a radio, 
your car can drive itself. 

Safety engineers used off-the-shelf parts to bring 
this idea to life. 

That’s how new markets start, and how they grow. 
Engineers’ minds are most fertile places. 


And that’s why it’s so very important to keep engineers 


informed about products that will help them turn ideas 
into markets. In fact, they’re hunting for this 
information, constantly. 


You can see it in the way design engineers read 
MACHINE DESIGN.* And you can see it in the results 
MACHINE DESIGN advertisers are getting. 


Advertising in MACHINE DESIGN pulls inquiries in volume. 
Inquiry production has grown 40% in the past year, 
tripled over the past two years. 

Readership revealed by Starch and Ad Gage studies of 


advertising shows increases averaging as high as 55% 
over the past two years. 

It’s proof of MACHINE DESIGN’s power to help make sales 
now. Wherever new products are being developed, 
you’ll find men reading MACHINE DESIGN. 


*Consistent ‘‘first’’ in independent studies of design engineer 
reading preference in every major U.S. industry. 


a [Pentong? publication BPA 


Penton Building / Cleveland 13, Ohio 
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MONDAY EVENING 
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| Look’-Politz Study Audience Figures 
Write for Data (000 Omitted? 
on Charleston Total 
— Top Market * Audience Males Females 
West Virginia |] Reader's Digest ..........ccsssesesereneneees 34,950 16,050 18,900 
o Sos I is ieadiehhbicsensaddeaniepiiins 32,100 15,850 16,250 
L | ae nn REE OT 27,900 13,600 14,300 
. FI N Al * | Saturday Evening Post 21,950 11,150 10,800 
Mail N IGHT Better Homes & Gardens «0... 15,950 4,450 11,500 
saa aoe Ladies’ Home Journal 13,350 2,200 11,150 
———— —— PIN asic cissecruanioiciciacnns 12,700 2,150 10,550 
Good Housekeeping ... 12,350 2,250 10,100 
ER 1 CEO 10,100 6,300 3,800 


Chartestan. Gest Virainte. Vw dey Mormons. 


ly defined—almost 200 air miles 
any direction to the nearest major 
city—Cincinnati, Pittsburgh, Co- 
lumbus, Richmond. 

Such is not the case with broad- 
cast media. Our newspapers print 
the logs of five TV stations. Five 
are within our coverage area, These 
plus 19 Radio stations fight fierce- 
ly for “lookers and listeners” in 


BEGINNING APRIL 1, _ 1958, 
when the two Charleston news- 
papers were offered in combination 
the strongest sales force in West 
Virginia came into being. It was 
a case of the Top Two newspapers 
joining forces in West Virginia's 
No. 1 Market. 

The Charleston Market is clear- 


West Virginia’s Strongest Sales Force 
the 23 counties that comprise The 
Gazette-Mail Market. 

Why gamble on being “seen or 
heard” in all this confusion of 
“sight or sound.” Buy Charleston’s 
combined newspapers and make 
certain that your message has a 
chance to be read in this Million- 
Plus Market. Use West Virginia’s 
strongest sales force. | 
Publishers: NEWSPAPER AGENCY CORP.—Reps: JOHNSON, KENT, GAVIN & SINDING, INC. | 


WHOO Changes Owners 


\\ WHOO (am and fm), Orlando, 
\\| Fla., has been sold to Donald J. 
| Horton, president of the Bluegrass 
Broadcasting Co., Lexington, Ky. 
The sale, for $350,000, is subject to 
approval by the Federal Communi- 
cations Commission. Ted Estabrook 
and Red Weiss, the former owners, 
will remain at the station as gen- 


eral manager and sales manager, 
respectively. 


Speed Saves Lives— 
“THERE’S NO GUESSWORK 

ON DELIVERY WHEN UNITED 
CARRIES OUR VACCINES” 


D. W. SPARE 

Traffic Manager 
The National Drug Company 
Philadelphia, Pa. 


AIR LINES 

® 

‘Vaccines travel first class and tolerate no delays. 
There’s too much at stake. When United 
confirms my reserved air freight space, | stop 
worrying. Because of United’s reservation 
system and radar dependability, | can promise 
that our vaccines will arrive—and when.”’ 


“WITHOUT AIR FREIGHT, we'd need laboratories like 
this one in several parts of the country. You can’t 
produce and ship biologicals by the carload, yet you 
must be flexible enough to meet local demand when 
it occurs — and in a hurry.” 


“UNITED CAN RESERVE SPACE for me on extremely 
short notice — and has. Al Carnahan, United’s Phila- 
delphia representative, follows through to see that the 
shipment is properly loaded at the right temperature. 
Extra reassurance for me.” 


UNITED SERVES 80 MAJOR CITIES, offers broad 
market coverage on regular passenger Mainliners® 
as well as on DC-6A Cargoliners. 


Ns wa 


For service, information or free Air Freight booklet, call the nearest United Air Lines Rep t 
ative or write Cargo Sales Division, United Air Lines, 36 So. Wabash Ave., Chicago 3, Iilinois. 


IT COSTS NO MORE FOR EXTRA DEPENDABILITY—ON UNITED, THE RADAR LINE 


New ‘Look’ Study 
Charts Audiences 
of Nine Magazines 


New York, June 3—Look last 
week dropped still another Po- 
litz study into the pool of mag- 
azine audience research. 

The magazine announced 
completion of a new Alfred Po- 
litz research study entitled “The 
Audiences of Nine Magazines.” 
Look ‘said this study will go “a 
long way” toward filling the 
need for up-to-date audience 
figures for the magazines ac- 
counting for 60% of total maga- 
zine ad revenue. 

This need, Look pointed 
out, “was underscored recently 
when many top advertisers and 
agencies pledged their financial 
support for the Advertising Re- 
search Foundation plan to study 
the audiences of 34 magazines.” 
The ARF study, which Look 
supported, was abandoned when 
support failed to develop in the 
magazine sector. 


® The nine magazines covered 
in the new Look-Politz study 
are Better Homes & Gardens, 
Good Housekeeping, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, Reader’s Digest, The Sat- 
urday Evening Post and Time. 

Politz first brought out a 
nine-magazine study for Look 
in 1955. Two of the magazines 
covered in that survey—Col- 
lier’s and Woman’s Home Com- 
panion—folded shortly after the 
study appeared. 

Look’s ads announcing the 
latest study began running to- 
day. They plump more for mag- 
azines in general than for Look. 
“Magazines reach more people 

-. more efficiently ... than 
any other national medium,” 
says the ad. 

The announcement ads also 
continue Look’s pot shots at the 
Sunday newspaper supplements. 
At the Magazine Publishers 
Assn. annual meeting earlier 
this month, Vernon Myers, pub- 
lisher of Look, accused the four 
Sunday supplements of trading 
on the stature of magazines 
(AA, May 12). 


® As a background to this com- 
ment, it should be remembered 
that linage of the Sunday sup- 
plements is up this year, while 
linage in magazines is down. 

The results will be made 
available in two reports. The 
first will furnish audience data 
on the nine magazines, includ- 
ing information on the charac- 
teristics of readers, ownership 
of various products and pur- 
chase patterns. 


= The second report, not due 
until late summer, will deal 
with the audience reached by 
the magazines when used in 
combination. This factor—du- 
plication—is one of the “hot 
potatoes” of magazine audience 
research and was cited as one 
of the prime reasons for the lack 
of support for the ARF study. 
In the opinion of some observ- 
ers on Madison Ave., it was this 
duplication factor that helped 
to bury Collier’s and Woman’s 
Home Companion. + 


EASY—A n¢ 
talkers. A 


‘IM’ Ai 
48 Bu: 
in Edi 

St. Lou 
ness pape! 
as Indust 
nounced t! 
annual e 
competitic 
dustrial A 
ing. 

15 plaqi 
of merit g 
were sele 
record 65: 
competitic 
IM projec 

Judges 
publicatio 
ing an ex 
prevalent 
rected at 
superficia 
editorial r 
—class, in 
sional pu 
did not av 
original 
award tw 
best sing] 
dising, tr: 
cations. 


Followi 
winners | 
publicatic 


e Indust: 
chine De: 
best seri: 
New Yor 
House & 
single iss 
um, Nev 
presentat 
land, bes 


e Merch: 
port publ 
opments, 
series of 
Refrigerc 
ing, Clev 
terameri 
article; S 
dising, } 
issue; Co 
view, Ne 
presentat 
Jeweler, 
al resear 


e Class, 
fessional 
Service 
Wis., be 
School | 
best sil 
Feeding 
ly Insti 
Housing 
gle _ isst 
New Yo! 
tation. ( 
in this c 
al resea 


Penn M 


Penn 
town, | 
gears, 
mining | 
pointed 
burgh, » 
ing. 


o (Tn mer repertertece — ernest 
7 ee See = 
| Advertising Age, June 9, 1958 Advertising A 
0.43 
git cures no 
ee r ae oe oa 
Ld ee. GAZETTE -MAIL P| 
ee A AL 1 
et wh at ses AnD 88 { AG 
ea ‘ weLeTe SewsrareR WITH Tee GREAT MAGA x. ir. 
‘ SEST VIRGINeA’S MOST CO / 
<2 ‘ 
fe, ae ee 
ic ae } 
cate cy 
ae 
sha ‘ 
ay 
eee “ \| | 
ie aout 
; oe 
Be po 
a 
: ges 
eae 
idee 3 
eae pray, ae ee ee  n—O TT eee 
ee ee | 
Meee henting! 
a ae | 
hee ea ; 5% | 
phe. eS . \ A : | 
pie” eek: o-.. 3 ‘4 a a E- 
a, a). BAA B| wry de | 
ae ri ca me ’ f = re * : — y | : “ 
Ce a : i RR: a i 2 ‘ 
ot a yea peas * ie aw. , . Se \ = 
igen a foe 4 a = 
. ae ‘ { a Lit ie 3 
pe its oe 
AS Bain bos i, 4 Su 
ie 7 Baad ed ‘ j é : 
| aa : } 
5; i ‘ taco ; | 
Pad i = : ‘i f i : 
of z 4 4 Zee " a 
eres Pri} ie ar oa ae 
ep, ry et : = i, 
se ° <h j x sete ce si 
tort ae ig fies , j . 
Wee st 
ao ae | 
ee eye 
. E Fg. cam ‘i y ? if = o | 
‘ : *~ f eet A 
Js y , SF 4 se 
z \e “i x, i 2a8 
. WPA \; | AVY Wf. 
re , ‘\ \E on FF vv baglikay , a. 
ei: Panett ( j , ¥: _— : 7) a 
ea ; i ‘5 bad e Pte -- 0 € ¥ Pf: 4 a 
ores gen Be *. eee! ae 
te vas tee a eae 2 . ae ae uf th tages 
Sige : > + 3 ae Z ™ 3 Phe! bie bps og | 
J en Pe ; - es ss  ———— | 
ate nee a. -E ‘ Ss a Ee oo = | 
pee ‘f . on ag ae oS hie 
yee. 4 . P <r ellie Gu aha a a ie 
sii ee ae { co ae seas = ee 
: ; f : Seas tare Z 5 ee eer ; 
a] eee 3 of , 
Pay ane y & 7 
Neat : THE NATIONAL DRUG COM 
aD gear c é | 
ae ie - + ‘ 
‘ he uti i 
, a SRR AHS 
i pe " i i * 
cote Mage te * teaagercyiee At AAO Ne aa mer , 
ve a see E OE, Oe ee ns, 
i " ees ated . cer ans “0 ee ile ee ee Portions SS Spokane 
‘ — aa ee Oe ee £ ee, 
ee beeen eee ee . of eg th. whee ( | 
Soares, * Ce SERS ae . Be ANT rae 
baie * gee nee eee ; I or, Mitwavhee| \° ” eae 
aan ae ss York Newark 
- es ees ee ae rr 0 a oe — ees 
nc = SUNITED EA (23S 
at fas _— . - , ~ Kansas City 
ath ae - “ ‘ 
ig ah ie be “pe Las Angele MBP cae: 
1) Eo cz 
a 
, 
a a na | 
ee 
Eee re | 
sy Bee } 
eo Pee 
Ne ears 
a. Beer 
Sie eas 
“J ey : 
ae ed 
i om 
oe eres Greeks fi Dos ROT alk Boreas Nad Se ree or sla eS ere Aa Cros weeny ctr a i ar an ke ee wet COW wht ce ga ate eet eee e™ Weegee teren .okieiea le sara iCLOM xen Tier Tiree eat ricent eA me aay fk Ncuer reer We sealie te ign aay as aaa UES EMME (eae pears noe meek i pila Oel cules A Meee iwe Ws ing aan ho years SSE 
i ss a eg - si aris Re ee oe ge es Sane, — ae fae: ee egies Seat lage we SS = escent eae aor ea ae mating S AB GS GRO age rg ERE! pb iaiere 


i) 


EASY—A new Calgon Co. display needs no special posters or shelf 
talkers. A series of six different panels on the sides of the packages 
tell the different uses of the water conditioner. 


‘IM’ Awards Goto | Denny Named GM of WBNY 
Charles E. Denny has _ been 


48 Business Papers | named general manager of WBNY, 


Buffalo. He formerly was associ- 


in Editorial Contest ated with WERC and WSEE-TV, 


CAPPER’S FARMER, That's Who! 


In 1957, the 1,500,000 high-income farmers in Mid- 
America responded to Capper’s Farmer because it 
talked about the business side of farming — gave 
them expert advice they relied on to make decisions 
on specific management problems. 


Ask any of our sales representatives to show you a copy of 
our current subscriber report, "1957 Management Decisions.” 


caprper’s FARMER 


The Family Magazine For TODAY’S FARMING 
A Stauffer-Capper Publication 

Published by America’s Leading Agricultural Press, who also 

edits and publishes Kansas Farmer — Missouri Ruralist — Michi- 

gan Farmer— Ohio Farmer — Pennsylvania Farmer. 


ness papers were honored here 
as Industrial Marketing an- 
nounced the winners of its 20th 
annual editorial achievement 
competition at the National In- 
dustrial Advertisers Assn. meet- 
ing. 

15 plaques and 49 certificates 
of merit go to the winners, who 
were selected from among a 
record 659 entries—the biggest 
competition in the history of the 
IM project. 

Judges found that business 
publications, in general, are do- 
ing an excellent job. The most 
prevalent criticisms were di- 
rected at a lack of research—a 
superficiality in business paper 
editorial matter. In one category 
—class, institutional and profes- 
sional publications—the judges 
did not award a plaque for “best 
original research,” but did 
award two first honors for the 
best single article in merchan- 
dising, trade and export publi- 
cations. 


ers want to live. 


Following are the plaque- economy. 


winners in three categories of 
publications: 


e Industrial publications—Ma- 
chine Design, Cleveland, for the 
best series of articles; Power, 
New York, best single article; 
House & Home, New York, best 
single issue; Architectural For- 
um, New York, best graphic 
presentation, and Steel, Cleve- 
land, best original research. 


e Merchandising, trade and ex- 
port publications—Photo Devel- 
opments, Jackson, Mich., best 
series of articles; Commercial 
Refrigeration & Air Condition- 


ing, Cleveland, leo In- 

iecmupiogne, ‘eaten, hark ahane IN ARIZONA... 
With industrial giants like Reynolds, U.S. Steel, General 

Electric, Sperry Rand, Motorola, and many others, moving to 


the Valley of the Sun, it’s no wonder that manufacturing has 
jumped ahead of cotton, copper and cattle to become Arizona’s 


article; Super Market Merchan- 
dising, New York, best single 
issue; Corset & Underwear Re- 
view, New York, best graphic 
presentation, and National 
Jeweler, New York, best origin- 
al research. 


e Class, institutional and pro- 
fessional publications—Food 
Service Magazine, Madison, 
Wis., best series of articles; 
School Executive, New York, 
best single article; Volume 
Feeding Management (former- 
ly Institutional Feeding & 
Housing), New York, best sin- 
gle issue, and Astronautics, 
New York, best graphic presen- 
tation. (No plaque was awarded 
in this category for best origin- 
al research.) # 


Penn Machine Names Hill 
Penn Machine Co., Johns- 


IN PHOENIX... 


Progressive industry has 
found a new, sunny home 
where the climate is condu- 
cive to peak production year 
’round...and where work- 


Take a look at the largest 
aluminum extrusion plant in 
the world and you'll get a 
good idea of the “clean” type 
of industry that is moving 
into the Phoenix area. 

The Reynolds Metal Com- 
pany opened its Phoenix 
plant in 1946 and today, 
with a payroll of $12,000,000, 
accounts for a $25,000,000 
annual boost to the local 


major source of income. 


Factory workers with plastic and electronic firms are rapidly 
replacing the cowboys and farm hands as Arizona continues to 
lead the nation in growth of manufacturing employment. 

Sunshine and success blend together in booming Arizona. 
Aside from its fantastic industrial growth, the state also leads 
the nation in the percentage growth of bank deposits, personal 
income, life insurance, mineral production and the value of farm 


products. 


You can reach 60.8% of all Arizona families in Arizona's largest morning and evening newspapers 


town, Pa., manufacturer of 


2: Ss oes eee / THE ARIZONA REPUBLIC 


mining machine parts, has ap- 


pointed W. S. Hill Co., Pitts- 
burgh, to handle its advertis- 
ing. 


I vnc Phoenix Gazette 


National Representatives — Kelly-Smith Company 
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Wherever executive 7 
and professional 
families live. ..there 
you'll find TIME 


HIS FACT about TIME’s audience is clear: it is 

heavily concentrated in the suburbs. In fact, 
TIME delivers to advertisers the greatest concentra- 
tion of executive and professional families available 
in America today— 


families that are the country’s most courted 
consumers, most desirable industrial custom- 
ers, most fertile source of capital, and source 
of personal and corporate good will. 
The location of a magazine’s readers is a factor that 
is receiving particular and critical evaluation from 
marketing men today. Your review of magazine cir- 
culations in the high income suburbs of eight of the 
largest cities will show that... 


TIME delivers 39% more circulation than News- 

week and U. S. News combined ... almost as 

much circulation as the biggest mass weeklies. 
These copies of TIME are concentrated in the hands 
of America’s best prospects—families with a total 
annual income of $27 billion, and liquid assets* of 
more than $85 billion (a figure higher than the total 
federal budget). 


The one best way to reach the country’s big con- 
centration of best prospects, reach them efficiently 
and economically, is TIME—with 2,250,000 families 
in all the best places. 


*Includes cash, checking accounts, all types of savings ac- 
counts, corporate stocks and bonds, and government bonds. 


Readers of TIME’s International Editions are also concentrated in sim- 
ilar communities, such as: Epsom, London; St. Cloud, Paris; Monte Parioli, 
Rome; Djursholm, Stockholm; Hurlingham, Buenos Aires; Westmount, 
Montreal; San Angel, Mexico City; Denen Chofu, Tokyo. 


TIME 


The Weekly Newsmagazine 


BACKGROUND: View of Cleveland’s sky line look- 
ing southeast over the city. 


FOREGROUND: Shaker Heights looking north 
over Parkland Drive, east of Lee Road. 
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|CBS Radio Adds Two takes over the afternoon program,| Behar, Meyer Open Agency 

70% of the Auto-Sponsored Singers it will be cut from 25 to 15 min-| Albert Behar, formerly with Roy 

AIRFRAME Two automobile sponsors will|Utes. J. Walter Thompson Co. is) §. Durstine Inc., has joined Samuel 

™ INDUSTRY present two new singing additions| the agency for Ford. H. Meyer as a partner in Meyer & 

; on CBS Radio, New York. Tennes- | Patti Page continues with her} Behar Advertising, with offices at 

is cevered by | see Ernie Ford, who replaced Ar-| | long-time sponsor, Oldsmobile di-| 244 E. 46th St., New York. Mr. 

this one book. jthur Godfrey on the “Ford Road | vision of General Motors Corp., on| Meyer previously headed an agen- 

For Show” June 2, can play on both| a new CBS five-minute, six-days- cy bearing his name. 

full information |14°S_ Of the network fence. Mr. per-week program starting June} 
Godfrey asked to be relieved of|17. The automobile manufacturer| Cali Joins Reiner Co. 

write or wire: |his Monday-through-Friday as-|no0w sponsors Miss Page on CBS-| Alfred V. Cali, formerly with 

2700 W. 3rd St. |signment because of his heavy| TV. Oldsmobile will move her tv| the Long Island Press, has joined 

Los Angeles 57 |schedule. When Mr. Ford, who|show to ABC in the fall. D. P.|S. Jay Reiner Co., Mineola, N. Y., 
|works for Ford cars on NBC-TV, Brother & Co. is the agency. as an account executive. 
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On a cost-per-proof-of-purchase, or actual salem, or any other ate 
basis of measurable results—yes, inchid@ing Patings, too- | 
WMGM A pageome action at the lowest cost of aa radio station 
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The Metro-Goldwyn-Mayer Radio Station in New York—1050 kc 
400 Park Avenue Phone MUrray Hill 8-1000 
Represented Nationally by George P. Hollingbery Co. 
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Guild Films Had 
Loss in ‘57 Despite 
Film Rental Gain 


New York, June 3—The finan- 
cial trials and tribulations of a tv 
film company are graphically de- 
tailed in the 1957 annual report 
of Guild Films Co. 

The report, released by the man- 
agement which took over the tv 
film distribution-production com- 
pany late in March, shows a loss of 
$463,227 for the fiscal year ended 
Nov. 30, 1957. Gross film rental 
income for the year was put at 
$4,793,578, or slightly higher than 
the preceding year’s figure of $4,- 
565,910. 

In a letter to stockholders, John 
J. Cole, president of the company, 
attributed the deficit to contract 
cancelations and delinquent ac- 
counts. Mr. Cole, who apologized 
for the tardiness of the report, 
which he said was held up while 
all the figures were reviewed, not- 
ed that nearly $2,200,000 in antici- 
pated income had been washed out 
by the cancelation of contracts by 
Bon Ami, Nestle LeMur and Gla- 
morene. He did not say so but all 
of these were barter deals which 
did not pan out as expected. 

In addition, Guild wrote off 
$560,000 in long over-due bills. 


® Accentuating the positive, Mr. 
Cole said the new management had 
arranged to get out from under 
some formidable cash commitments 
incurred through film and Guild 
stock purchases. Guild had been 
getting a monthly bill of $102,000 
from C&C Tv Corp. in payment for 
RKO shorts purchased from that 
distributor. The monthly statement 
from Reynard International for 
“Minutes of Prayer” was $38,000, 
according to the letter. These in- 
debtednesses are now being paid 
off with tv time spots held by 


| Guild. 


= Guild had been in the process 
of acquiring 173,000 shares of 
Guild stock from Robbins Interna- 
tional Corp., but the new manage- 
ment voided that stock purchase 
plan and applied money already 
paid to notes held by Robbins. Mr. 
Cole added that operating costs had 
been cut $18,000 a month at Guild, 
which was one of the first syndi- 
cators to come up with a big tv 
hit in the Liberace show several 
seasons ago. 

As for the company’s future pol- 
icy, Mr. Cole promised that Guild 
will concentrate on bartering films 
for tv time—a field which he 
thinks holds great promise. He said 
that no big chunks of cash will be 
put into new series for syndication 
until there is enough national 
sponsor interest to make the in- 
vestment worth while, and that an 
effort will be made to expand sales 
in foreign markets. + 


ANPA Boosts Kurz, Green 

Walter C. Kurz, advertising di- 
rector of the Chicago Tribune, has 
been named chairman of the plans 
committee of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. He succeeds Gor- 
don F. Chelf of the Philadelphia 
Inquirer, committee chairman for 
the past two years. Succeeding Mr. 
Kurz as vice-chairman is Monroe 
Green, advertising director of the 
New York Times. 
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Then... (1908) 


Award Winning Poster designed by J. Walter Thompson Company 


In short, Outdoor sells! 


My. J ohn R. Bowers, Car Advertising Manager, 
Ford Division, Ford Motor Company, says: 


“Outdoor advertising has been ‘on the road’ for Ford for over half a century 
...and it’s still one of our most successful salesmen.” 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK « ATLANTA + BOSTON + CHICAGO « DALLAS + DETROIT » HOUSTON + LOS ANGELES + PHILADELPHIA « ST. LOUIS » SAN FRANCISCO + SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30-Sheet Posters—and Painted Bulletins 
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“Reliable 
and 


Extremely Readable” 


Barry Shillito, Head of Materiel-General Office 
Hughes Aircraft Company 


“Purchasing Week lives up to one of the most important words in the vocabulary of purchasing— 
reliability. Due to the highly technical nature of our defense work, we must be 
assured of reliable information for all of our procurement functions. I have found 
PURCHASING WEEK to be timely, accurate and extremely readable. Its presentation of 


news in our field has made a definite contribution to easing the job of purchasing executives.” 


Bridges the gap between production and distribution... 


as the marketplace-in-print PURCHASING WEEK reports the “what’s new” to key 
purchasing executives—in time to be usable. Your advertising on its pages will 


deliver your messages to a vital buying audience in advance of your sales force. 


Speeds the knowledge of your developments... 


fast-breaking news will reach the desks of purchasing men virtually as it happens. 
17 full-time editors set the pace for this rapid-fire weekly. Backing them are 
550 business-specialist editors throughout the United States, Canada, South America and 


Europe; plus, the world-wide news gathering and research facilities of McGraw-Hill. 


Concentrates on your customers... 


by reporting the latest in price and supply trends; new materials, processes and products; 
national and international economic conditions ...and more... purchasing 
executives read and rely on PURCHASING WEEK as their one complete source 

of purchasing information. Your advertising concentrated in PURCHASING WEEK, 


will be... calling every week on the man your salesman must contact. 


Purchasing Wee 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 
McGraw-Hill Publishing Company, Inc., 3830 West 42nd St., New York 36, N. Y. 
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$38,000,000 000 
MILITARY MARKET 


The six world-spanning Times Service 

Publications ore first in paid space, first 

in paid circulation and first in advertising 

coverage of the gigantic, global military 

consumer and procurement markets, 
Write for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 


The American WEEKEND + MILITARY MARKET Magazine 
The ARMY-NAVY- AIR FORCE REGISTER 


ARMY TIMES 


PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 
U. S. OFFICES: Boston, Chicago, Charleston, 


Miami, New York, Philadelphia, San F 


S. C., Dallas, Detroit, Honolulu, Los Angeles, 


| General Foods Sets Record 
With Increased Sales, Earnings 


General Foods Corp. set new 
records in sales and earnings in 
the fiscal year ended March 31. 
|Net earnings increased 10.3% to 
$48,397,000 from the previous 
year’s peak of $43,866,000, Charles 
G. Mortimer, president, reported. 
Net sales passed the billion dollar 
| mark for the first time in the com- 


| pany’s history with the total being | 
| $1,008,898,000. In the fiscal year to | 
1957, net sales were) 


| March 31, 
$985,953,000. 
“The physical volume of prod- 


| the preceding fiscal year, but dol- 
lar sales were only 2.3% higher 
due chiefly to lower costs of green 
coffee, which were passed on in 
lower prices,” Mr. Mortimer said. 


Gaskill to Proebsting, August 
William S. Gaskill has been 
named market research director of 
Proebsting, August & Harpham, 
Chicago, as “part of the agency’s 
expansion of its marketing serv- 
ices.” Most recently Mr. Gaskill 
| was market research director of 
ithe Bryant division of Carrier 
Corp.; prior to that he held a 


Rome, Tokyo. 


FOREIGN OFFICES: Frankfurt, London, Paris, 


similar position with American 
Builder. 
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“ 


ucts sold was 3.9% higher than in| 


.'a 40-year-old make up an ad to 


Adams Burke 


PRESENT—Among the executives who attended a De- 
troit showing of “Versatility Unlimited,” a movie 
about newspapers as an ad medium, were Thomas 
B. Adams, president, Campbell-Ewald Co.; John D. 
Burke, Detroit manager, Hearst Advertising Serv- 
ice; Charles T. Lipscomb Jr., president of the Bu- 
reau of Advertising of the American Newspaper 


Lipscomb 


Nichols 


Murray Charney 


Publishers Assn.; Byron J. Nichols, group vp-auto- 
motive sales, Chrysler Corp.; Frederick H. Murray, 
general sales manager, Cadillac division, General 
Motors Corp., and Edwin Charney, Detroit man- 
ager, Branham Co., and president, AANR, Detroit 
chapter. The lunch meeting was co-sponsored by 
the Detroit AANR chapter and the BofA. 


New York, June 3—Are teen- 
agers “pushovers for hidden per- 
suaders”? Dr. H. Radler, of the 
Purdue Research Foundation, said 
at a Michigan teachers meeting 
(AA, May 12) that they are. 

Not so, says Fred B. Tarter, 
president of Fred B. Tarter Asso- 
|ciates, Brooklyn teen consultant. 

. These hidden persuaders are) 
jmen in their adulthood—between | 
'35 and 45. How in the name of 
Sam Hill do they know an ad 
that will sell a teen ager. Is he 
‘one? Nope, and it’s been a long 
|time since he’s danced the fox 
|trot—or maybe it was the Charles- 
ton.” 
| “Aside from being president of 
‘Fred B. Tarter Associates,” Mr. 
Tarter writes ADVERTISING AGE, “I 


‘am a teen ager (15 years old). I 
\feel it is my duty to answer the) 
article headlined ‘Teen is, 
pushover for persuaders, educa-| 
tors are told’.” 

(ADVERTISING AGE, in presenting 
Mr. Tarter’s remarks, has cleaned 
up a considerable number of errors 
in spelling and grammar.) 


| 
} 


= “I feel that the teens are not) 
‘pushovers.’ That’s one of the rea- 
sons I formed FBT Associates— 
better known as a teen consultant: 
If you have a product for teens, 
we can sell it. 

“I feel that ten years ago you 
overlooked this [teen age] market, 
but today you want to sell them. 
|Yesterday it was all right to have 


40-Year-Old Adman Can Hardly Know Who 
Sells Teens, Says 15-Year-Old Agency Head 


sell another 40-year-old. But 
these days ‘it takes one to know 
one,’ as they say. 

“T feel I can sell the teen agers 
for one reason: I am a teen ager, 
I think like a normal teen ager, I 
buy what a normal teen would 
and could buy. 

“Fred B. Tarter Associates is, in 
my opinion,” Mr. Tarter contin- 
ues, “one of the fastest growing 
ad agencies. We acquire on the 
average a client a week. Maybe 
not the biggest, but I doubt if 
BBDO would have turned them 
down when [it] started out. En- 
closed is our presentation.” 


= The presentation reveals that 
FBT Associates (an “agency,” 
which appears to combine the 
characteristics of a pr organiza- 
tion and a marketing adviser) was 
formed more than two years ago. 
It specializes in the teen age mar- 
ket, “... a vast and complicated 
organism that can be effectively 
and dynamically reached by a 
teen consultant.” 

The company’s client list in- 
cludes the Enterprise Assn. 
(which promoted the name of the 
Navy’s new atomic carrier); the 
Navy Marine Memorial Stadium, 
for which FBT helped raise funds, 
and Revell Inc., the model kit 
manufacturer, for which FBT says 
it has placed stories in the New 
York Times and New York Herald 
Tribune and ’Teen magazine. 

Other clients for which the con- 
sultant says it has placed stories 


“in local newspapers across the 
country” are Pepsi-Cola; W. J. 
Voit Rubber Corp., Los Angeles 
sports equipment manufacturer; 
and Roadmaster bikes. The con- 
sultant says it has stories for 
these clients now being planned 
for Life, ‘Teen, Sports Illustrated 
and local newspaper groups, the 
FBT presentation reports. 


= “In today’s environment there 
is specialization,’ the presenta- 
tion’s foreword says. “When you 
want to cure a case of acne, you 
go to a dermatologist. Therefore, 
when you want to reach and sell 
the teen ager, then you should 
consult them!!” 


Grant Boosts Sherry, Hughes 
Grant Advertising, Chicago, has 
promoted Greg Sherry to account 
supervisor and Joe K. Hughes to 
an account executive. Mr. Sherry, 
vp and account executive in 
Grant’s Dallas office, will move to 
Chicago headquarters, where he 
will supervise the Dr. Pepper Co. 
and Comet Rice Mills accounts. 


| 


Mr. Hughes will assume responsi- 
bility for the administration of the 
Dr. Pepper account, on which he 


|has been working since he joined 


Grant two years ago. 


Launches New Type Enden 
Helene Curtis Products Inc., 
Chicago, is introducing Enden 


|dandruff treatment shampoo in a 


clear liquid form. It is already 
marketed in cream and lotion for- 
mulas. A major advertising pro- 
gram is planned to support the 
introduction. Edward H. Weiss & 


Co., Chicago, is s the agency. 


2k 


the new force in building 
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The New Yorker reaches the responsive market for quality 
products and services, 80% of The New Yorker's U.S. circulation 


is in the top* 47 city trade areas where most business is done. 


*The New Yorker sells quality in quantity. 
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Margot Sherman - 


} 


AFA’s Ad Woman 
of the Year 


(Continued from Page 2) 


the Times, and broke into adver- 
tising with the J. L. Hudson Co. 

After marriage, she moved with 
her husband to New York, joined 
the New York copy staff of Mont- 
gomery Ward & Co., and within 
three months was head fashion | 
writer. Then she went to work for 
the World-Telegram as a reporter, 
and in 1936 she joined McCann- 
Erickson. 

At McCann she was a writer, a 
copy group head, a vp and asso- 
ciate creative director. In Janu- 
ary, 1957, she took over her pres- 
ent job. She is married to Charles | 
D. Peet, an attorney; they have a 
12-year-old daughter, and a son) 
who is a first year student in| 
Harvard law school. She is 


a 
member of the development coun- 
cil of the University of Michigan, 
an editorial consultant to Ad- 
vance, the national journal of 
Congregational Christian church- 
es, a member of the board of the 
Consultation Service of Eastches- 
ter, and a member of the cabinet 
of her own church in Bronxville, 
| He A 


= Miss Sherman has asserted that | 
copywriters are helped by re-| 
search, In the fall of 1957 she told 
an eastern Four A’s meeting that 
creative people are more effective 
working “within a framework of 
known facts....I believe that all 
those facts you feed us and espe- 
cially motivation research find- 
ings, we as creative people should 
swallow whole.” 

She told the Women’s Advertis- 
ing Club of Chicago that women 
who want to get ahead in adver- 
tising ought to: 

1. Look as good as they can. 

2. Write copy that will interest 
the audience and write it in that 
audience’s terms. 

3. Make copy 
whenever possible, 
try to keep it fresh. 

4. Keep the advertiser’s mes- 
sage crisp and specific. 

5. Avoid aping anyone—stay 
natural and feminine. 

In 1957, Miss Sherman was one 
of ten women copywriters who 
picked outstanding advertise- 
ments of the year for ADVERTISING 
AGE. # 


entertaining 
and always 


Simoniz Marketing Revamped 

Simoniz Co., Chicago, has reor- 
ganized its commercial products 
division into an independent mar- 
keting unit within the company. 
The move is designed to facilitate 
expanded marketing in the bulk 
maintenance and sanitation field. 
H. C. Rains, who has been in 
Simoniz’s ad and sales depart- 
ments during the past 12 years, is 
the division’s new manager. 


K&E Advances Moment 

Jack Moment, formerly tv art 
director in the Chicago office of 
Kenyon & Eckhardt, has been ap- 
pointed tv art supervisor, a new 
position, in New York. 


tell it by eye and ear 


The motion pic- 
ture and its train- 
ing mate, the 
slidefilm are un- 
challenged as the 
most powerful of 
“tools” for the 
communication of ideas. . . . Warn- 
ing: select an experienced producer. 


Atlas Film Corporation 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 


Washington Chicago _ Hollywood 


GE Names Reid, Galusha 
General Electric Co.’s broadcast- 
ing station division has appointed 
Robert F. Reid, formerly man- 
ager of WGY, Schenectady, N.Y., 
marketing manager of GE stations 
operations. At the same time, Merl 
L. Galusha, formerly manager of 
WRGB, Schenectady tv station, has 
been named manager of operations 
of the broadcasting division. Both 
men will have broad duties in their 
respective areas covering am, fm, 


tv and shortwave. 


Lando Names Callomon: Adds | 

Lando Advertising Agency, 
Pittsburgh, has appointed Jane L. 
Callomon creative director. Miss 
Callomon, who joined the agency 
in 1951, formerly was in charge of 
Lando’s radio and tv department. 
Lando has been appointed to han- 
dle advertising and public relations 
for High Pressure Equipment Co., 
Erie, maker of high pressure valves 


{and fittings. The account will be 
handled from the agency’s Erie of- 
fice. 


L.A. Adclub Elects Hemmings 

Robert Hemmings, Burrough’s 
Direct Mail Advertising, has been 
elected president of the Advertis- 
ing Club of Los Angeles. Other 
officers are Robert Sample, Better 
Business Bureau, Ist vp; Robert 
Hicks, Business Extension Bureau, 
2nd vp; Ray Tibbetts, Rose Engrav- 
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ing Co., treasurer, and Joan Castle 
Joseff, Joseff of Hollywood, sec- 
retary. 


Scribe Names Jackson, Haerr 

Scribe Internationale, Chicago, 
manufacturer of Scribe magnetic 
tape dictation systems, has named 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill., to handle its adver- 
tising. Scribe Internationale, a di- 
vision of General Sintering Corp., 
is a new company. 


Action on Alum Creek 


In the land west of the Alleghenies known as Central 
Ohio, lives a fearless gang of ranch hands. 

Stirrup to stirrup with their favorite television 
station, they keep this territory a safe and happy 


place to grow up in. 


Like all traditional “westerners”, our young deputy 


is noted for his loyalty. Once you earn it, you have 
a lasting friend. That’s why WBNS-TV has a very 
special policy. Every communication from a child re- 
ceives prompt and full attention. “Yes” to requests for 
speakers is automatic. And when the youngsters visit 
our studios, the reception committee provides red car- 
pet service. You can measure the standing we have 
built with the 2-gun set by more than 48,000 requests 
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| flexibility of personnel. istration of the program over to the|said, “we tried agency adminis-|is the promotional steam that our 

Should Agency Run | An agency is in a better position| agency and saying: ‘Here are the | tration. Our agency at that time| distributors and dealers can gen- 

Co-op Plan? Fedders to secure the lowest dealer rate;| rules; see that you stick to them,’| was one of the three largest in the|erate spontaneously over and 

’ \it is easier to comply with the|we felt considerably more com-| business. It was given a free hand| above any help, advice, sugges- 

Sheatfer Disagree Federal Trade Commission and|fortable. Let’s put it this way—|and allowed to use all its re- tions or sales aids the factory can 
the Robinson-Patman Act; better| we weren’t tempted to get into| sources.” provide,” and he added: 

(Continued from Page 3) merchandising, particularly with! hot water.” Lack of success with the pro-| “This ability and freedom of our 

op plan to these eight points: media; the arrangement frees ad- gram under the agency setup was/ distributors to promote in their 

Complete integration with over- | vertiser executives’ time. = Mr. Boxer maintained that co-|not due to personality problems|Own fashion is so widely recog- 

all advertising effort; the agency| “There is the constant possibil-| operative advertising could be suc- | or any other type of incompatibil-| mized and so highly regarded in 


serves as a buffer between adver-| ity of the FTC investigating any |cessfully administered only in the| ity, Mr. Boxer said. the Fedders organization, that it 

tiser and dealer; experienced cre-| cooperative program,” said Mr.|Fedders-Quigan advertising de-| Mr. Boxer said Fedders believes | completely frustrated our attempt 

ative and administrative help;| Karle, “and by turning the admin-/| partment. “In 1953 and 1954,” he| that “one of our greatest assets|at agency administration. Our 

: distributors were simply unwilling 

to accept agency decisions. The 

problems, inevitably, landed in the 

home office. With a total of 74 

/customers (distributors with ex- 

'clusive franchises for Fedders air 

conditioners), distributor relation- 

ships were too delicate, too impor- 

'tant, to be entrusted to a third 

party.” sae 
| Mr. Boxer said Fedders got the ee 
| point when “distributors laid their Iage 
|Fedders franchises on the line 

|against agency-imposed _restric- 

tions on their promotional plan- 

ning.” + 
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IN 6 MONTHS: 


NOW 


“NATIONALLY! 


| 8th (from 19th) among all CBC 
| shows! Outrates “Have Gun 
Will Travel”, “Dinah Shore’’, 
“Disneyland”’, etc. 


Network rating higher every 
rating period, now 41.0! 


21% increase in homes 
reached ! 


30% increase in viewers! 


Pre-tested as popular movie and 
through dozens of famous Satur- 
day Evening Post stories, TUG- 
BOAT ANNIE helps Lever 
Brothers Limited of Canada win 
friends and influence sales. Lever 
Brothers’ success story gives 
proof of greater profit than ever 
for you in your own market. Of 
course, the American premiere 
market showing is swamping 
all competition too! 


~ Pe 


the adventures of 


TUGBOAT 
ANNIE 


for the WBNS-TV “Fun to Do” children’s book. 
The rest of the family rates comparable treatment. WwoNS TV 

Born and raised in Central Ohio, WBNS-TV has a 

sure native sense for the programming tastes of our CBS television in Columbus, Ohio 
people. This superlative local showmanship combined Market center of 2,000,000 people 
with the CBS television network has built so big an 
audience that media professionals say succinctly: “Jf 
you want to be seen in Central Ohio — WBNS-TV.” 


Recipient of the 1958 Alfred P. Sloan Radio-TV Award 
for outstanding public service to highway safety. 


TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON + N.Y. 22 + PLaza 5-2100 


igs ii te eae oe es aa Se tear ve eG deal EA iY hee =r arene? eh Fee eae Rae ce ey ae ae pa ae a rae : Apia erie a peel, oS : 
sl coe i ay etith Seen BP ee ar a ee eo re ee : homer me Be fd ae Cee Sigh oe fee 0 ean ae pes Pie ee ee a SS Maes ae 4 
Nilo, ee ae ee Pant Sil Ate ot Cs cae ee! Bs - 4 ; : TD Rt eel a PED Ne ne ye ey ee eee a Smeg. EIRENE CE perenne iy ee a Tee eee 
Bah hct ic a jes ce gee ent aie: Pe oe ae ¢ : as ele © sae x Sa ne a EAE eee ees ce gS ie eet ee Bs oar, ees be) 
a la Gs aa | Saas cok > ore : ages oP ee A tar eae Sh Se hs at Be ee er lt ries ja iy BA sie Ear 
Poth a a fi cia ui Sas es a “hee aa aan: EL tae ROW eae cao 3 cata CUNO REC aN c's eer oars : Sick aa) a oy 
— ————— ‘ : * x ie 
ea beae ae 
eee kT 
? Ee cee tie 
of eee ile 
- 
‘ 1 
1 ee 
. 
; 7 
i 
- wy 
1 
‘ > alos Beh ie Mes ‘ he 2 eer s Pe ae Be, pag aes v1 i: ————— —_—__——-_-— 
; ea eee Wises he) ce ae ee ee Gas sii St ee ice re aa we eee a a ear ae ae este. 5 O44, ; im Hine sain 
fe ne 8 on Scie ae Be Be no. eA RR Ie ae ese oe ee ea gree ie Welk ee ce Sab cea ae erase asm erect 
q iste DIS VERIOSAN a a tale a RR eae tel re Ne to halal mala ae ie REE PorUD ai Tesh dee Py ee Ete Sr eee tail tanita same el RE ate SN eco ie Ae aa a ewe wero 
3 eee sh a, a i es ee. Re Se a ae ee eer Samet. 
3 See + enema fs Oe. [a ce CR A os sige | hee oes Beige ie ed ‘etna ES ee a apne eae 
! Ree ee i ae cee i a aie. eg 
Bee ee ee eC ss eee a ron ea er ; - ct Cee 
Painsod ER ai we ahie ss ih Re sae A i ees ; THN bf a Saar ae Role oe ree eager eee ne a 
Mera alekrrePetegt ef! Bae aS aa ara ag ree ees. ae te Pe Pee Seece SF ¢ ieee BS AF ee ee 
year al ABE ae as girs ia eae fc Me ie Peet ol. es 4 = ee OS a. eal Be a PE ee ce | fd, 2 EEN 
a Li yell Nes ae el a ae a a ee a oo Oh Be eS ee ee 5 an Senet no cig OE SMAI 2c, ea eater CUR. « aiache | | ‘ we ae 
d OS (ee Se re meee <I AT eee” Son ae ag” ms See ae gen : ar an 2 
; Bay etic tS oY tak ig am s Be EE oe ac ee A “ee ticad pre h  Caek Ce ai co ga Sa is ee es 
ae Sa Team “a Cy Re Pe ee Ae "gh! aoe Se eer Rare 2 ee ee” a i | , se a eae. 
oa “ee sleeal ee ee ee ene ee a ase ee I RR MOE ‘. is ee 
: ‘ ee a mE ee Fs ie ema =— eee Fats gl ge. Eo seria 8 Bee aie! VES ae ee be, ay siege 
: AD eas! ec ' _ * eee ce RE pear gt gaa i er aie ae se ee Acme ity 
i ee as ia Bain et ie ree ten me ee re da ee eae ge gas es ee SEE Byala 
oe MOAESOR Sethe |? — % fiat Pacer. Lah ta eke Cs pe aera ees a Se Fees deat. Uh a Me ae we: &: ne viii goeyee SOaNg 
ees. - | bt vaca) _ iaitaige win ars as we Sit ge oe a ee? came es 2 gree apie, ohimtig cee pa ; rae Lape ae 
sail peters —— tt > nn oo ae ee FF ee a TL ee : ae Ae ge 
——— ie ee a ee ae e ; Na 
i eS A Silay, 2) A aa ae lee be NO meat to aay hg Hating amen Slee na EOE Go eee fo eee nh ae ea } Pee i; , in OSE ea 
‘ ee ge be ne Fs ean aig OS, RE 2 pe ee ma a: re Ba ly Parte AOE eae | e ce ress 
eet eer as oR Saletan a ete eater sic ge TS RMS oo” UN ac 2) ee gee SM MR CO == Ie ea es RS li ra 
— — Se ee ee ee ee let A. Se a. el 
ci cols oat aa ai Ree or : om eee We ee =o as iy Sep re a eee : é Fen. ae | : 7 papain 
| ee ~ * : a ne ae Seas 37 sh 6 ean Comat : ea Rog ee. Rtas Raarameee io s 8 pee ee : : ie Ce omic 
ae ; ‘, one acre pi a oe UES oo aka ee en remcens eye: . % eee maa = 4 Te a a es mt soem tiles pea : eee | at eo a mea pase ed 
q geen me Sarit memraes i apeiig’ fee Bee ee eel ate ae eae Ape ARN ey el a lO ‘ ae heh, cee 
Saute aie ceil ed Boe eb ae er ee eae 5 See galley Pap ea yee lee Spr Pees meee eR Lea nem Re Bae aire, Pees DG ee ee ee 
arr th Jo a OE anette ee sm Sp teat, “tetaee Seal oer ee rat Oo airs eee 
peak ies ihe ei “a ee eee re er re a La Sale Remar ihey eke os > cde ei eee eel Pek pach talk och esi sae ee 
Sabo arity een ers rae ae ST EET ONS SSR eE TERA get ERS [ON a ae ETL NR Teoh eect ew UN «OCC R mtn es fon eae de sats ala Rreer i tote sea kaa Ee a seein Ye -, 2 aang 
ee : ‘ eee Bae, ey tae ae Lal Saieiss.“Pareile ae Bie ‘ Ch eves Pe cane : (oa arate ae AION ia Gy a “nla - ean Y 
eo Lge ee aie oy eye ete oy Sate gat TAL te en oP UR ee ace cteemnas, fart (alte eo a me ma pect bee entered Rt ro en “eg shia i Se eee Cares Se a tee it 
. rami ee oo -’ * sprit vg AR i ee St eee Bh as te # pe te Si Se Nearer (Eh re Bsa Lee eee = sisal oa Bo peta a ba 
; Soe oy. ae | REE SIL eed ee pee re tea tA, ewe, epee earc ee alt Serpe ae Mth ees ea (ayer og ane ee eae es ae = Z ie 
a Bee eg ae ee Le ee. ee ee oem gwen he. vane 
hoes as a : acetal eee datas sa ask aaboa tSins a ee ep ae, EN i Re CR a ‘one is, ee She aidck eam t Be lio 
pea ae y z i Ge! Best SORES Eager henna Oe Boge ae ce ea rie ee cane eae Soba ean es i ole ee — ik 
g ct a Cat Or 4 ‘i ot Riera Beis Sera le ily Saree rec eh tad - ier tes eee Ba 8 aS se fi ig al vat : a a i : i 
: Ps ae ee —. = Ba Spiced ale aces. “ oe ‘ eke pce, So ys gaa eee ii Made casclimtareae tart te 82) Tah eas, Ged ~ : 
7 ee fe eit aes ie poe Pre Ir es Sed cas SS ee ER be : i Fee Scie hE Sem Og! Mas Sean : f 
‘ oe ie tec 17 ; ftir t e Same sis sal : x hes) # Se Sera PGE SSS) SG is ee ae gee ‘ | 5 
2 ~ 2 Bete 36, if Tale stalin Sik z we ee ooo BO eee c..'< )) 1 ea a a ee Se ers ere tee aes ae 3 , 
? lke a 2 : Hes femiestee y li +o SRS Eee CAE oe Dee, s is a f 
_ i eae RA ; AEM ag Pi tie oi ea ese te Ce oe eas eee 
wiiedit f es. Reco yas iy eee he Sea oy ete aren ee re a eee a ee 3 ; : 
pe a ae Sah i Sg yaar a Re ee ee eee ss ee ee 
Spry ake m4 i Fe eee No ee A eee STEM eels 5) a BAER stad why al Sane aaa mesa Diese Ei 4 SME eis ge age Mwy get age mg ae Sa es aaa Sears coe seth 
Ps ani jae Foo ES EE a ee ay ante PE tetera ee EM ie. Sane. a PR Oa int Sirs 
ie Sette ta, kw Se aay oe eee ee Soa gene NCS “ES ae ee ee eae ee Rigg cad 
] ce . aaee oe , : Paci, i! ees — ; Tees is ane pl Nee Lee po eo maw ae ee 2a ae ra a Ae EA oy rates 
ae : : ie pie eaisiata:° en eo oats Sillaes, 1 * eee ls 25.2 io ie ete a te ee Pic a aero lease 4°. Sai ie 9 int sin eh Sorelle Less 
ee i ea a ee "apy: 
| eee es ee, pe ST aa eis tS 7 aes pats oO ese ee eS ae pain ee eee eal Aaa ees Ss Ore 4 aS ie ga cae ‘ Bis 3 oe ae 
: Sauer fe gj IN RE ei = ", a he “9 SDRC SS Sith ee eee eee A i eo oa ais aoe ES a et ee | i ies as ee ee 
oe ede ot ae 77 © “asee 1 cine a ta OEE: ee Ne) er ee ee Haig guia 
No ae x a 7 , - *eoey eee ta ‘ Veet ee eg ei ae = kd aie 
ee eee hag, aa te See mee ic Pat baie i b Ne ts ples sas eh mee eit hea ses on 
aed ir he P a . a Bs g } sae Pc eecee ee és mae ow Meee 7 Biri seal et. ean ai bee seis 
; ee Fo bs an a ‘i thy Bre ee eee sg eee se Ft aes ice oe a oe se ath 
Be ee iia a. SS, dee aoe sakes Se ph SS eae ne sto cs. Bm NS ie ae SS ae ee pe — 
iar pict 2 aa P ie ; Hf 2 el Ya Fale ata Rees 2! ae pies Pen Bre - aa 2 F 
; 4 egyporsine we re 5 
cea — .. Brion ie jakins : ce ae eis a si fe. Ne See a ee Ah, De ee om : nas ? | = aah 
Cee ae. ee oe ee si SORA E lesa caicus tie area Re Peete eeR a NS cei. aes : esis | i ne 
OU ee ae By a 5: eae ei i aa aj epee aris apie ad NR aes dae ee sara . us _ 2 nai fais lin yr ee re 2 > pi Ss on ae aye 
. tian aa Se ax 3 alae Laas PU cra Fey pee nen oer Veet er Nene hae i as EO ct eS eae aS ce lel “aoe ieee Pare 2 ee ee as SP | Recs] 
gta Toh Nh OPS OR em ll ae ee Te eee Se eae Te eRe ROE Su ed eon i ye, s een Reier Sen mi eg ihaeadee as, Clan 5s ; send 
| cof re ee eR Se ea ae Ce ead 
| Woke as Ce FM ae ie, ee eam yA ha mica a ee eee ee gO |. | gee MMR RR Pel Sa uae ose ETUC EL er pias ee es 
Ba te 8 el pts ook tre aga ee ie Sah, eee. ppg ne ee cei al Saleen ae oe ca eo hoe peer ty coe ee 
ies cae “Gi, epee imaeadrate ena Goede e gery, | | eT ee 1 Sate eRe tae oe ne. Si, alata, Neal a a Soe suite pag ee esse 3 SEER MRNE Erp - ans ae 
ee aa A a Seo as ia ers eis = oe Eee ee oe Bien ei) AG Sa on eee = ce pede sete) : a eg 
a es. oS gle oie ieee eee ee ies ae! oc ye ae Reese irs ko kt * ee ee 
7 ' Ay er: Re ae oe ot ce et Ne ee 5 EO AEN a a fe 
ae 6 eer re tee ence a ae oe ER EE Binet, ig a ae a ae 
<r See cS eee Dy era Soe tie oe 
sare Seas aed a aia eee ee a ak 2 eT aR Ais rire eat Payee ie Pe cee a ree se as SG 
Eicd ‘Sie i ee ge ee acim ai ane eS: ae ee Ry tee eltgs) eI SE OE (SRLt pot  ar ce Rane, vars {spy eRe 
aa SEE ids ee ORR ET a an CS 9 a "ERM oe Eat alee Late Noe eine key nies to, i eee Ly Nie as ol 
Ee eee td te a ase Sanat T= Sei iisteMmMM in sages mad Tene eaiaeace Ae 1 ar Diy ae Seale 
TS RRR AT Se ie irene’ Garten 22 7 Rake | Re ea eee se Ra a De racial bes Sain Mie ee int Ren ea a Sd ata 
: ee Ware Mayne Cs he) al oe ee ee eee ea ieee es 2 eee, «oe ee) Re eA ee tee) par itp a ety agen a nae Tk te Pa iy cone ice.” 
bis ie i Psat Sie ath a dele ‘ Si Ss ee pp dE eee He iy . ae Meee co) mi fi es wis. 
es > a ee : Cab estes eae a a ea i * 3 : rages fae alba ap is Fc. \ Rr MT: TR Eee em wey eee i oe ee a 
. Re ene ler ta —— earn de Beyer 0) eae ere | De te ae 
ee Cin a ee | rcs see Poe 
ONS 2. cyy cc ame et Se Gia ick Mees Ger oe ss Be, oa : Oo hc aaa a Beh ge I SG A tare et ee Me ne su oS te ae 
‘aac d ha, Wears Ses ara Eee wt ioe > ap Aes bead i CS ie a erat Selig 2 waa “eas oo rt es bE eo ER tL aie re TO eg a ay a a eee | SCS 7 har 
cae ee a ge eee Be ee past Sa et Tce SS Stee ena Mme MRI cha hie Men tM eB paar) eR Se eee me ee ide | ‘ies see. 
Sco ER aa aM aban cin, ee Road: rine Bs A ar i ee EE ee aR 0 OR crane a Aaa py 2 ee neat ree eth Ae raced oi ea Lge eh ee 
ee ea cock aeee ssid aati gs Ta Dae tes ae a oN eager Be CRUE 0 = hugs We RON Coy ean aaig anes sts 5 eo joni eae ae . Be Aa ea 
te : OE ee Ey) en ee Tee es che easy = a ee ee ame ee oy 2 Ga ro Raa i a alah <i se edo Pa ga aor <a ger ea aaa! ae naan. aI! as 
| ae ae ST Se Cuma E yee Nase RCmp no) pe he ON yes ” Bet: ; 
— aes ee er eS, ae eee eee Se aS fre Ok ea Soi ess “Ste Po ae ae Pe Sitar ec Pg ee aE a ices Par ime se eae be et Rees vo 
ee ONE RIE Br Ohhh, oe Iai | aa ee ane Manet tence m re nT ayer PN Se PTI ee TEE Sere mn meget cae . a ee aa i 
a ee a ae a beatin. | ey, Tig Naa oe Te cy ust. BR eae! Ce ee eek ae icles. ac fl ea Oe poe. Pear ee 
a can a. ‘ oe Pe 5 ee SS, sae : ie eee oeer) ; ‘ z F } ’ = o 4 
 S - f ss Y yas ‘ Meet as y “ ae ‘ : es : a ae 
4: ae eo eee Ba uy ae 
2 ; E _ ; en ‘ i v eee ° 5 \ a J 
- . gga ¥ f ah the 5, a ace en OO ena ee a emit Aim ea ; Bhar apa oe repels ? ae et a é 4 ee: 
: aioe. oes , Seth ; ioe eet ee Ss see Ry ok Ee aS Sr a ae epee OE antr ts erin ocaeas Phere tit ses ‘ mt pe a 
Tree sale & Bs ee : ae a rie ee eA Dg ee Ns io POE mR ee Sela mamen ne ce SER eRe ety Sr arene ee ae men eR er ne ae say Reece 
er Oe eee Ay aa eee Co Se ae ee een ee eo CE ee a ;. eS: paige 2 ase 
es: See Ree eee cere ee Bis cic a le i AR eg . eg eee ae 
ae le Bek Fama PO oe Ne Be i... re PGE Ng ale pelea | ; ’ ea Se cane 
er i ee ee ere ee a ee oN aa é a | /<_- eer aes 
y 4 a ce Sealer, de, ae en eee Pan mets Ae agape a ote ee as Sehoshaee ee? 
: : wong akg) SRE eS es ie mee Laie es ead et eee. Sag “ord: Riza “ oe bee 
s yett 2 -—.:ll aioe ee OS aa Fae a ae = Sue utes ene eae Pes er eae, 
es = ee: ee a ro Sy eee pe so pom Fee Pees cies ee ae oe ee —" BEDE 
Specs a ac, > RR ME oa 0 Pits 3 ey a ae 6 “peels te. a oe ee Nee 
Beri... eins ae al oe ae baa clans oe Sige yee ces . i iat —— raat eae 
. e Ss id ei Be ot i ee ae cance ge oak ee Ce as ae Bee 
- ap ees | enact ee ae Pw enero 2 Lae: =e ms paar 2 pears ee 
Aelia 3 ae ee oe Sant al oe eae peers, Pete agate Se 
aes MRM iae ve a i sy Cle gil ea a igi ae : a 
ee eel ie 8 aN eg eee cee care re | - ; 
| etek a SRA 2 gine Oe Ree Nee SNC RT a: ME ey te | ; 
; a se: ay Fs Co ea ioe: ee eee es “ 2 
ie 6 of Spat Boke Be Bs, ae rs of a ie aan es +a ‘ 2 Say i gi a . 7 eats,” : : 9S fae : _ SA og | | : : 
‘ aE hs wa? ae Sane 
eo go tas ds 
ae pe ee 
a ie aa a 
ose 
Gao ee 
ph aes Brians | 
oa cre 
Serer | 
See a 
Ee - a ¥ 
si ass y POO Ts 
a ee = ae 
4 ge 
+e. est poe 
tpa ee 
Cons Sa 
Somes 
oe 
Ke Tes 4 
ees at So 
oo ee 
sg Pr 
ac ieneeeteeeeneainememeenennetmeieenatnmiemeeneinentmenineteeeenen ot prs ee 
is ol ea 
ae eal 
cog e 
Loa 
ee ee 
a: See tt ee 
See Boban hie See oneal : = : ee te ek bs re te ‘ wea ae ee 
9: SS ee eee ae os eaten mee i ae Maca roe 2 area rt cee emt osae re ues peeks tease ga ne el m ae oe 
i et Reena, us ccc aan a gee band DP cate a arciel lees aCe ee een ana ager) ahs eee eye eee ey eghclgier ee werent Cra Page? yea ops |) Dao eal Ge een eee es Ao ai = 
Me fore sehen ace ae Be) ee Ree vee a ah ei Ns peice ke al tae anc Ree vac Cee sil tae Tee al eles ave aarti Re Sa te : Ee in es ea ae MR a Relic ka aR omen ORC UMC ua, oleh) manag) A act mee eee 
PEED te rm cen ET Se ER ag VOR AA Sid UR ai el cena aaa mom Ne CRORE. ta Rk Ge co etn Ki al aioe, * Ce te eer gees Pra ae Me ee a ca sae be ee 0 ee a 2 i ee = ie ago 


PRESERVES 
a eae ‘“ eae 
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BIG CAN—W™m. Barnes Co., Minnea- 
polis, is introducing a new 2 lb. 
tin container for its Home Brand | 


4 d 
oe to) 


preserves. Tv, newspapers 

magazines are being used in a 10- 

state area. Jackson, Haerr, Peterson 
& Hall, Peoria, Ill., is the agency. 


Combined Canadian 
Magazines Will Have 
New Rate, Circulation 


TORONTO, June 3—Advertising 
rates based on an average net paid 
of 675,000 will become effective 
with the September merger of 
Chatelaine and the Canadian 
Home Journal. 


In announcing purchase of the) 
the Maclean- | 
Hunter Publishing Co., publisher | 


Journal in May, 
of Chatelaine, said the combined 
circulation lists would give the 
merged magazine the largest cir- 
culation of any Canadian maga- 
zine. Chatelaine’s 


426,693; Canadian Home Journal’s | 


is more than 500,000 (AA, May 
19). 

(Weekend, which regards itself 
as a magazine and not as a sup- 
plement, wound up 1957 with a 
net paid of 1,485,113.) 


= However, the combined circula- | 


tion base of 675,000, the publisher 


said, has been established with) 
*a very large allowance made for | 


FREE 
OFFER! 


WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 
e “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data. . 
samples of different methods of using fluor- 
escent colors for maximum P-O-P. impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 
fer... BOLD 
Hy PETE aaa 


Consult yor om en 


3550 Touhy Ave. * Chicago45, Ill. 
Newark, N. J. * San Leandro, Cal. 


ont tent Inc. 


and | 


circulation is| 


|duplicated circulation between 
the publications, as accurate fig-| 
ures wil] not be available for some | 
| months.” 

| Because of this, Maclean added, 
|“a substantial bonus circulation is| 


ee eee 


$3,215; b&w page ads in Chate- 
laine cost $3,045. 


the retail advertising staff of the 
San Francisco Chronicle, has joined 


The magazine will be published| the same office as an account ex- 
under the title, Chatelaine & Ca-| ecutive. 


|nadian Home Journal. + 


anticipated for several issues at| Two Join Botstord 


least.” 

According to the first rate card, 
b&w pages in the combined mag- 
azine will be $4,220. 

Prior to the merger, similar ads 
in Canadian Home Journal cost 


Paul Warner, formerly assistant 
to the sales promotion director of 
Macy’s, San Francisco, has joined 
Botsford, Constantine & Gardner, 
Portland, Ore., in a copy-contact 
capacity. Robert Scott, formerly on 


| 
| 


Beaumont & Hohman Adds ! 
Beaumont & Hohman, San Fran- 
cisco, has been appointed to direct 
advertising and sales promotion for 
Handlery Hotels, which operates 15 
hotels in California. Campaign 
plans call for use of newspaper 
advertising in major dailies aug- 


Advertising Age, June 9, 1958 


mented by radio, tv and outdoor 
schedules in selected markets. 


Boston Junior Adclub Elects 

John B. McLaughlin, Raymond’s 
Inc., has been elected president of 
the Junior Advertising Club of 
Boston. Other new officers are 
Jean Polaski, Colour-Picture Pub- 
lishers, vp; John Woburt, Coal & 
Ice Co., Waltham, Mass., treasurer, 
and Mary Mahoney, WNAC, secre- 
tary. 


} 


— 
Mrs. Bernard E, Healy, Racine, Wisconsin 


families. 


a pre ss 
Ca ee 


In Racine .. 


In these 174 markets... where the local 


A view of the busy Elmwood Plaza 
shopping center in Racine, Wisconsin 


Mrs. Bernard E. Healy, mother of three children 
and a housewife who also teaches school says: 


“In Racine we shoppers depend regularly on the advertising in the 
Journal-Times and Sunday Bulletin for news about new products, 
product changes, special merchandise offers and events that mean 
so much in the way of economy and convenience to busy heads of 
It is primarily the advertising news in the local 
newspaper that influences our week-in and week-out shopping 

and merchandise purchases.” 
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GEORGE A. KELLY 

Cuicaco, June 4—George Arthur 
Kelly, 72, retired exec vp in charge 
of public relations and advertising 
of the Pullman Co., died May 29 at 
his Chicago home. 

Mr. Kelly was born in Ottawa, 
Ill., and received a law degree 
from the University of Michigan in 
1908. He was a member of the law 
firm of Winston, Payne, Strawn & 
Shaw from 1908 to 1920, when he 
became general solicitor of the 


Pullman Co. He was elected a vp 
and put in charge of advertising 
and public relations in 1934. He 
was later promoted to exec vp, and 
retired in June, 1951. 


CHARLES C. MOORE 

New York, June 3—Charles C. 
Moore, 70, former president of 
Moore & Hamm, which was forced 
into bankruptcy in 1951 because of 
an embezzlement by its assistant 
treasurer (AA, Feb. 19, ’51) , died 


May 22 at West Palm Beach, Fla.) agency was dissolved in 1951, and 
Mr. Moore was born in the Mid-| Mr. Moore retired from business. 
west and was graduated from the | He had been living in Florida for 
University of Chicago. After leav- | the past several years. 

ing college, he became a stock | 

broker in Wall St. About 1930 he| New Haven Adclub Elects 
entered the advertising business, Louis A. Brown, ad and public 
establishing his own agency, the/ relations director of Loew’s Poli- 
C. C. Moore Co. About 1935 it be- |New England Theatres Inc., has 
came Moore & Hamm, when Fred | been elected president of the Ad- 
J. Hamm, now a vp at L. E. Mc- | vertising Club of New Haven. Oth- 
Givena & Co., became a partner.|er officers are Alfred Warming- 
Because of the embezzlement, the ham, ad manager, Journal-Courier, 


TION 


ger ye 


As an important part of the influential newspapers in 174 key 
buying centers, FAMILY WEEKLY is a powerful selling force in 
a vital segment of the U.S. market—the giant SUPERCITY market 


Family 
Weekly 


Is THE 
COLORGRAV URE 
MAGAZINE 
for all the family 


that accounts for 14.9% of all U.S. retail sales. 


Used alone, FAMILY WEEKLY delivers deep, merchandisable 
coverage of strategically located markets that do a total of 
$29,763,884,000 in retail sales. It reaches an average of over 


90% of all families in 174 cities. 


In combination, FAMILY WEEKLY'S unique circulation pattern 
of exclusive supplement markets makes the ideal companion 
buy to other Sunday magazines in rounding out a national 


coverage picture. 


Alone or in combination, FAMILY WEEKLY adds important 
coverage of 174 prosperous markets where it is an influential 


factor in the purchases of 4,283,117 families each week. 


NEW YORK 22: 405 Park Avenue Los 
DETROIT 2: 3-223 General Motors Building SAN FR 
CLEVELAND 15: 604 Hanna Building 


| FAMILY WEexry 
Here are the | 


SUPERCITY 
newspapers that 


distribute FAMILY WEEKLY 


ALABAMA: Anniston Star ¢ Dothan Eagle « Florence- 
Sheffield-Tuscumbio-Muscle Shoals Times & Tri-Cities Daily 
© Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yumo Sun. ARKANSAS: Camden News 
© El Dorado News « Hot Springs Sentinel Record « 
Magnolia Banner-News © Pine Bluff Commercial. 
CALIFORNIA: Bokersfield Californian « Eureka Humboldt 
Standard Times ¢ Monterey Peninsula Herald « Sacra- 
mento Union « Sonta Ano Register « Santa Barbaro News 
Press © Santa Rosa Press-Democrat Vallejo Times-Herald. 
Ontorio Upland Report 

COLORADO: Colorado Springs Gozette-Telegraph ¢ 
Grand Junction Sentinel « Pueblo Star-Journal & Chieftain. 
CONNECTICUT: New Hoven Register FLORIDA: 
Daytona Beach News Journal e Fort Lauderdale Sunday 
News & Sentine! « Fort Myers News-Press ¢ Gainesville 
Sun’ & Alochuc County News « Jocksonville Journal « 

Key West Citizen ¢ Panama City News Herald « 
Pensacola News-Journal « Sorasota Herald-Tribune « 
Talichassee Democrat « Tampo Times « West Paim Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 
Gainesville Daily Times ¢ Rome News Tribune. 

IDAHO: Boise Statesman « idaho Falls Post-Register « 
Lewiston Tribune « Pocatello Idaho State Journal. 
ILLINOIS: Bicomington-Norma! Pantagraph « 
Carbondole-Murphysboro-Herrin Southern Iilinoian « 
Chompaign-Urbana News-Gazette ¢ Danville Commercial 
News ¢ Kankakee Sunday Journal « La Salle-Perv- 
Oglesby News-Tribune ¢ Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 

Anderson Herald ¢ Huntington Herald Press « Kokomo 
Tribune © Logansport Press « Marion Chronicle Tribune « 
Muncie Star « New Albony Ledger & Tribune « 

Vincennes Sun-Commercial. }OWA: Council 

Bluffs Nonpareil e Davenport Democrat & Times « 
Dubuque Telegraph-Herald ¢ Sioux City Sunday Journal 
* Waterloo Courier. KANSAS: Coffeyville Journal. 
KENTUCKY: Ashland Independent « Bowling Green 

Park City News e Owensboro Messenger & inquirer « 
Paducah Sun-Democrat. LOUISIANA: Bogalusa 

Sunday News ¢ Lafayette Sunday Advertiser « 

Lake Charlies American Press. MARYLAND: Cumberiand 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

@ Greenville Delta Democrat Times « Meridian Stor 
Natchez Times « Tupelo Journal « Vicksburg Post Herald. 
MISSOURI: Jefferson City Capital News Post-Tribune « 
Springfield News & Ledger. NEVADA: Las Vegas 
Review-Journal « Reno State Journal. NEW HAMPSHIRE: 
Manchester Sunday News. NEW JERSEY: Asbury Pork 
Press « Atlantic City Press ¢ New Brunswick Sunday Times « 
Trenton Times-Advertiser. NEW MEXICO: Hobbs News & 
Sun # Roswell Record « Santa Fe New Mexican. 

NEW YORK: Elmira Sunday Telegram « Niagara Falls 
Gazette « Poughkeepsie New Yorker @ Utico Observer- 
Dispatch. NORTH CAROLINA: Concord Tribune « 
Fayetteville Observer © High Point Enterprise ¢ Salisbury 
Post. OHIO: Athens Messenger « Canton Repository « 
Coshocton Tribune ¢ Ironton Tribune ¢ Limo News « Lorain 
Journal « Mansfield News Journal « Middletown Sunday 
News Journal « Zanesville Times Signal. OKLAHOMA: 
Altus Times-Democrat ¢ Bartlesville Examiner-Enterprise « 
Duncan Banner « Enid News ¢ Lawton Constitution-Press © 
Muskogee Phoenix & Times-Democrat ¢ Shawnee News 
Stor. OREGON: Eugene Register-Guard « Klamath 

Falls Herold & News « Medford Mail Tribune « Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror « 
Lancaster Sunday News e Wilkes-Barre Sunday independent. 
SOUTH CAROLINA: Anderson independent « 

Florence News ¢ Spartanburg Herald Journal. 

SOUTH DAKOTA: Huron Huronite & Plainsman 

* Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News 
Austin American Statesman ¢ Big Spring Herald « 
Brownsville Herald ¢ Denison Herald e Denton Record- 
Chronicle ¢ Galveston News ¢ Greenville Herald « 
Harlingen Star « Kilgore News Herald « Laredo Times 

® Lufkin News « Marshall News-Messenger © McAllen 
Monitor ¢ Midland Reporter-Telegram e Paris News ¢ Port 
Arthur News « Son Angelo Standard Times ¢ Texarkana 
Garette « Tyler Courier-Times-Telegraph @ Victoria 
Advocate ¢ Waco Tribune-Herald « Wichita Falls Times. 
UTAH: Logon Herald-Journal e Ogden Standard-Examiner 
* Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register « Lynchburg News © Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald e Walla Walla Union Bulletin e Wenatchee 
World « WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph © Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Cosper Tribune Herald & Star « Cheyenne 
Wyoming State Tribune ¢ Rock Springs Sunday Miner. 


FAMILY WEEKLY MAGAZINE, Inc. 
Leonard S. Davidow, President and Publisher 
153 North Michigan Avenue, Chicago 1 


ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 


4: Blanchard-Nichols, Assoc., 33 Post Street 


MIAMI 32: J. Bernard Cashion, Chamber of Commerce Building 
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and Robert Ross, ad manager, 
First New Haven National Bank, 
vps; Elizabeth Cosbey, ad manag- 
er, Brock-Hall Dairy, secretary, 
and Donald Spargo, retail ad man- 
ager, Evening Register, treasurer. 


Pioneers Elect Ralph Weil 

Ralph N. Weil, exec vp of WOV, 
New York, has been elected presi- 
dent of the New York chapter of 
Broadcast Pioneers. Arthur Simon, 
Radio-Television Daily, was named 
Ist vp, and Jeff Sparks, United 
Nations, 2nd vp. A minimum of 20 
years in the broadcasting industry 
is a prerequisite to membership in 
the Pioneers. 


Tucker Wayne Opens Office 

Tucker Wayne & Co., Atlanta, 
has opened a New Orleans office 
in the Lee Circle Bldg. on St. 
Charles Ave. At the same time, 
Dennis V. Bryant joined the new 
office as an account executive, and 
Louis F. Jacob joined as a member 
of the marketing and research de- 
partment. 


IT’S NO PUZZLE 


.. When you buy . . KVOS- 
TV Bellingham, Washing- 
ton, FIRST in audience in 
AND Victoria, 
British Columbia (with over 
1 Million persons) PLUS... 
Puget Sound Area North 
(1/5 of the Seattle Distri- 
bution Area) 


Vancouver 


KVOS-TV 
oe: eS 


(SEE FORJOE) 
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THE ALLEN KLAPP 


i 
Advertising Age, June 9, 1958 7 
Videodex Network TV“ 
CGRe OF ine. May 1-7, 1958 . 
Copyright by Videodex Inc. ' 

“FIRST 100 MARKETS (i rogram 6 

1 Perry Como Show (Several spomsors, NBC) .........c:::seccssssssseseeeensnennsennenness 39.3 : 

with 56 % population on the Illinois side 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ccccsccseseenenenrenennnnene 37.2 | 

3 Tales of Wells Fargo (American Tobacco, Buick, NBC) - 36.2 ‘ 
a Wyatt Earp (General Mills, Procter & Gamble, ABC) ..........c.ccccccsessneneerenennnee 35.3 
5 Darny Thomas Show (General Foods, CBS) ......-...cccssereseeseeeseeeneree - 33.6 
6 etic Bits COR, CID an estes ccscnsntttnscoviidsanbiessccicesitatiiiorinanipeies 33.1 
7 Have Gun, Will Travel (Whitehall, Lever, CBS) ...........cccccccccccceeeseeeessneeesenenee 30.5 
8 The Lineup (Brown & Williamson, Procter & Gamble, CBS) .............c00000 30.1 
9 Schlitz Playhouse (Schlitz Brewing Co., CBS) ........cccccrsssceseeereeeeenseennnesenee 29.6 
10 Rie Ge A etree GH. 3D. Tne, GOD vcccessccasenistnsasecnaors sin ctensaqnescepisnincsznnns 29.1 
Rank Program (000) 
1 Perry Como Show (Several sponsors, NBC) ........:0.c:ccsecsssessseeeeenensreennneane 13,697 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cc.ccscsceeesseereneenenenee 13,193 
5 . : i 4 3 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........ccc-seseseere 12,494 
oF Two Evening Newspapers that 4 Danny Thomas Show (General Foods, CBS) ..........::ccscsssesessseseseseensenesneneneees 11,850 
: , one 5 Wyatt Earp (General Mills, Procter & Gamble, ABC) ................0cc0cccesecseeeee 11,337 
Cover 3 of the 4 Quad-Cities ’ 6 Restlows ool (Warner-Lambert, CBS) .............:scceseeeeeeeee * 10,842 
without Duplication — Full 7 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ........ccsnsms 10,547 
8 Have Gun, Will Travel (Whitehall, Lever, CBS) ............cccsesssssssseseeseensneeenvees 10,530 
ROP Color Available Daily! 9 we Gat A Seavet GR. J. Raynallln, CODD cccccceessesssscotsscccsscsesececoscccinapsorsivense 10,416 
: dab 10 — Schlitz Playhouse (Schlitz Brewing Co., CBS) ........cccccssesssssessesneneeseesneserenes 10,155 

* Homes viewing in cities where program is telecast. 


TIRED OF 
RATING 
CLAIMS ? 


be 


° 
° OUR RATINGS 
ARE HIGHEST! 


“OURS ARE ° 
HIGHER 
THAN THAT! 


—_—_—_—_— 


MY FATHER 
CAN LICK 
YOUR FATHER 


TOT 


het's talk about RESPONGE! 


At the present time, KSTP-TYV has a few choice avail- 
abilities in the news cut-ins within the Topay Show 
(7:00-9:00 am, M-F) and in the popular TREASURE 
CHEstT (12:20-1:00 pm, M-F.) But rather than just 
quote you a few ratings, let us show you the astounding 
response these shows can deliver—for you! 

Recently, KSTP-TV commentator George Grim, 
who handles the four 5-minute Topay cut-ins, invited 
viewers to send him a post card for a drawing on a 
portable TV set. There was no second prize—and no 
promotion for the drawing outside of Mr. Grim’s own 
announcements. 

In two weeks, KSTP-TYV received 45,047 post card 


entries—an incredible average of 3,217 cards per day 
for this one prize. 


And, a few weeks ago, TREASURE CHEST offered a 
$500 Easter wardrobe to the person who guessed the 
number of Easter eggs in a jar. 


In four weeks the contest pulled 59,366 entries or 
2,968 per day. 

~~"This tremendous response is your best proof of the 
selling job these available shows on KSTP-TYV can do for 
you. For further information on reaching this actively- 
participating KSTP-TV audience, contact your nearest 
Petry office or a KSTP-T'V representative. 


C. E. Sweet, Veteran 
of 39 Years with 
Capper, Retires 


Topeka, June 6—Charles E. 
Sweet, general manager of Kansas 
Farmer, Missouri Ruralist and 
Capper’s Weekly, retires today 
from Capper Publications, with 
which he had been associated for 
almost 39 years. 
| Mr. Sweet joined Capper as ad- 
|vertising manager of Farmer’s 
Mail & Breeze 
(now Kansas 
Farmer) and was 
for many years 
assistant to the 
general manager 
and assistant di- 
rector of adver- 
tising. He later 
became advertis- 
ing manager of 
the company and 
Charles E. Sweet Was named to his 
present post 
about 16 months ago. 

Among other activities, Mr. 
Sweet served for 18 years as a di- 
| rector of the Agricultural Publish- 
ers Assn. and was president of the 
association for seven years during 
| the war period. He also served for 
15 years as a director of the Audit 
Bureau of Circulations, resigning 
last October. 

Scherl Walquist, advertising 
manager of Kansas Farmer and 
Missouri Ruralist, will succeed Mr. 
Sweet. # 


N. Y. AMA Elects Henrikson 

Carl H. Henrikson, vp and gen- 
eral manager of Crossley S-D 
|Surveys Inc., has been elected 
| president of the New York chapter 
|of the American Marketing Assn. 
‘Other officers for the 1958-59 
term are John E. Murphy, Bris- 
tol-Myers Co., vp; M. Elizabeth 
Allen, Woman’s Day, secretary; 
Vernon Hitchcock, Life, treasurer; 
Carol Cruikshank, Crossley, as- 
sistant secretary, and Frederick 
McCormick, American Cyanamid 
Co., assistant treasurer. 


Krause Joins CBS-TV 

Bernard S. Krause has resigned 
as business manager of Cunning- 
ham & Walsh, New York, to join 
the business affairs department of 
| CBS Television, New York. 
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The Bright Difference 
has made a bright 


difference in the 
circulation of the 


Detroit Times 


Completely redesigned a few months ago to be brightly different, brightly interesting. 
: Reader acceptance of the Times has been instant and constant. Interesting, too, is the fact 
that of 1,454 American evening newspapers published, The Detroit Times has the second 
largest home-delivered circulation in the entire United States! 


e@ @ @e the TOTAL SUNDAY net paid circulation of the Detroit Times is 
UP 12,303 : 
i SUNDAY! _ 


@ @ @e. the TOTAL DAILY net paid circulation of the Detroit Times is 


400,874 323%" 


Figures above are latest available as filed with the Audit Bureau of Circulation, subject 
to audit, and show The Detroit Times six-month average circulation ending March 31, 
1958, as compared to the previous six-month average ending September 30, 1957. 


83.2% Home Delivered Daily in the Detroit Retail Trading Area > 
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Hess Bros. Fined for Illegal 
Use of Word, ‘Drugs’ 

Hess Bros., Allentown, Pa., de- 
partment store, has been fined 
$50 and costs for illegal use of the 
word, “drugs,” in a section of the 
store selling bottled remedies. The 
Pennsylvania board of pharmacy 
moved against the department 


IS Ge 
PHIL-URBIA 
ON YOUR © 
SCHEDULE? 


For only 33¢ per line you can b 
67,000 families in one of 


311 &. Lancaster Ave., Ardmore, Pa. 


_| ABC-TV and Radio Promotes 2. 


store after local druggists com-| 
plained. A section of the pharmacy | 
law prohibits use of the word, 
“drug,” at retail outlets not li- 
censed as pharmacies. 

The $50 fine imposed by Alder- 
man Bennie Rizzotto was the max- 
imum penalty provided by the law. 


Charles Manno, former assistant | 
national program director at ABC | 
Radio, New York, has been named | 
| eastern program director, a new) 
position for the network. ABC Ra- 
| dio’s post of national program di- 

rector was eliminated with the| 
resignation of William Hamilton | 
two months ago. ABC Television | 


To 100 FIR’ 
% moToRS wexT ¥ 


has appointed Zaro Calabrese, for- | é r You 
merly art director of ABC’s owned! © if so, this 

stations, WABC and WABC-TV, me |. 

art director, replacing Andy Ross,| "= cnr, 

who has joined NBC Television as pe 


art director of the sales planning 
department. 
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RETAIL SALES UP 
IN WINSTON-SALEM 


I 

I 

I Here’s how March 1958 retail sales 
| tax collections compare with March 
| 1957 in six major North Carolina cities 
l 

l 


Winston-Salem + 2% 
Asheville 
Charlotte _ 


Raleigh — 
Greensboro - 
Durham a 


Gale Products Drops 
Distributors, Sets 
Record Ad Campaign 


GALEsBuRG, ILL., June 3—The 
|\'Gale Products division of Out- 
_board Marine Corp. will launch a 
record advertising campaign this 
‘week to solicit retail dealers to 


Figures from 
N. C. Dept. 
of Revenue 
Sales Tax 
Report 


+ .3% 
2% 


WITHOUT THE z 


‘handle the company’s outboard 
motors and to sell its 1959 models. 
Gale will invest an _ estimated 
$500,000 in advertising. 


tor distribution in a nationwide 
change without precedence in the) 
marine 


Gale has discontinued distribu- | 


industry. The company 


i =a 
* GALE BUCCANEER 
TAKES ITS PLACE 
WITH THE GREATS 


DEALERS WANTED—Gale Products division of Outboard Marine Corp. 

will run this full-color, 12-page booklet as an insert in the June 

issues of four marine and boating magazines to solicit dealers to 

handle its line of outboard motors. Shown above are Pages 2 and 3 
of the booklet. 


ers to consider a new Gale-Buc- 
caneer dealer franchise aid in- 
clude a self-addressed return in- 
quiry postcard. Page ads also are 
scheduled in Fishing Gazette, 
Fishing Tackle Trade News, Na- 
tional Fisherman, Pacific Fisher- 
man, Resort Management § and 
Sporting Goods Dealer. 


s With the introduction of the 
1959 line, multi-page full-color 
consumer ads will run in Field & 
Stream, Outboard, Outdoor Life, 


| Popular Mechanics, Popular Sci- 
Illustrated, Sunset | 


ence, Sports 


Magazine and True. Erwin Wasey, | 


Ruthrauff & Ryan is the agency. 
The decision to sell direct to 


‘WINSTON-SALEM 


will inaugurate direct factory-to- dealers aligns the company with 
dealer sales starting with the in-|other industry leaders who pre- 
| troduction of its 59 line. The Buc- | viously adopted the same sales 
‘caneer line. of outboard motors|policy but only on a gradual ba- 


JOURNAL 


CIRCULATION NOW 


102,388 
Pub. Statement ending March 31, 1958 


JOURNAL, 


MORNING . . . 


SENTINEL, EVENING .. . 


has been sold through marine, 
|hardware and _ sporting goods 
| wholesale distributors for the past 
|eight years. 

A 12-page color booklet, telling | 
‘the advantages of being a Gale| 


AND 


REP. KELLY-SMITH COMPANY | Progress 


| and Sporting 


|sis, Gale said. + 


Graphic Arts Opens Plant 
Graphic Arts Mfg. Corp., Clif- 

ton, N. J., is opening a new man- 

| ufacturing plant and sales office 


dealer, will run as an insert in the|at 22 Franklin Ave., Clifton. The 
|June issues of Boating Industry,| company manufactures galleys, 
Outboard Dealer News, Outboard | 


galley cabinets, linotype copy 


Goods |stands, matrix cabinets and other 
Products. The inserts invite deal- | compositors’ equipment. 


16-County Coverage of the 


ROANOKE 


Spot Color 
is available 


Roanoke is a 
“Burgoyne” City 


’ 
Coverage Vo Billion Roanoke’s 
100% Coverage in Dollar Blue Ribbon 
Roanoke City 
Market Industries 
pes A completely independ- Hove tea parttel 
100% eites and ent market of over list of Roanoke’s 
towns 450,000 people is Blue Chip 
reached daily by The Industries: 
Coverage in Roanoke Times and General Electric 
64% 16-county The Roanoke World- Du Pont 
o primary News. Celanese Corp. 
market U. S. Steel 
American Viscose 
U. S. Gypsum 
: Yale & Towne 
_* Roanoke is an Ideal TEST MARKET pred ee 
d h A It is isolated from competing markets, has yeaa ely armed 
and the minimum netration from outside, self-con- Norfolk & Western 
9h h ind yards 
i ‘ iad ‘ £ shops and ya 
nee economy, diversified industry, ropes Burlington Mills 
sentative population, adequate size, sufficient Olin Mathieson 
distribution outlets, good news r coverage. James Lees Sons 
NEWSPAP ERS : . ie . Thompson Products 


WORLD- 


cS 


_ ROANOKE 


National Representatives a 
‘SAWYER — FERGUSON — WALKER co. 


TIMES AND 


FREE BOOKLET with 
FULL INFORMATION 
“The Beckoning Land’ 
ives you full details. 
sk your S. F. W. Repre- 
sentative or write direct. 


NEWS 


Advertising Age, June 9, 1958 


Canadian Admen 


Urged to Promote 
‘Buy Canada’ 


HUNTSVILLE, ONT., June 3— 
Thomas J. Bell, president of the 
Canadian Electrical Manufactur- 
ers Assn. and keynote speaker at 
the 10th annual convention of the 
Federation of Canadian Advertis- 
ing and Sales Clubs here this 
weekend, urged that Canadian 
trade be diverted from the U. S. 
to Canadian manufacturers, rather 
than to the United Kingdom. 

“During the past six months,” 
Mr. Bell said, “there has been 
much publicity and agitation for a 
switch of 15% of our imports from 
the U.S. to the U. K. 

“As well, we see some evidence 
that the original plan to only di- 
vert trade has been changed to a 
‘Buy British’ campaign, whether 
or not similar goods are manu- 
factured in Canada.” 


= Mr. Bell, who also is president 
of Fiberglass of Canada Ltd., said 
that in 1956, “Canada, with one- 
tenth the population of the U. S., 
imported $19,000,000 more of man- 
ufactured goods than did our 
neighbor to the south, and I find 
this truly astounding. 

“Why do we not spend our time 
and effort to promote switching 
this trade from the U. S. to Cana- 
dian manufacturers?” he asked. 
“It seems only appropriate at this 
time that we develop our market- 
ing concept to the theme ‘Buy 
Canadian,’ which will mean jobs 
for Canadians and help sustain 
our rate of progress.” 

About 200 delegates from 29 
clubs attended the sessions at 
this resort town. Theme of the 
convention was “Marketing—The 
Golden Key.” 

D. M. Prather, president of A. C. 
Neilsen Co. of Canada, another 
opening day speaker, talked about 
“Eight Notches in the Golden 


Key.” 
“If you are going to unlock 
something, you can’t just use 


any key,” he said. “The right key 
has to have certain essential char- 
acteristics.” 

These essentials for the golden 
key of marketing he listed as: 
Know your market potential; 
know your regional differences; 
know your market trend; establish 
long range goals and stick with 
them; create an advertising budg- 
et which fits the job to be done; 
budget sales force time as care- 
fully as you do advertising dol- 
lars; keep your product up to date, 
and integrate your entire market- 
ing program. 


a J. Cal Blachford, of the Kitch- 
ener-Waterloo Sales & Advertis- 
ing Club, was elected president of 
the federation. He succeeds R. S. 


C. Blachford 


Mrs. G. McGuiness 


White, of the Montreal Gazette. 
Mr. Blachford is president of Cir- 
cle Sales Janitor Supplies Ltd., 
Kitchener. 

Vps elected were William Hunt- 
er, Windsor, Ont.; T. D. Jotcham, 
Montreal; James R. Knox, Toron- 
to; Brydon McCrae, Winnipeg, and 
Muriel McCullom, Toronto. 

Mrs. Grace (Wilson) McGuin- 
ness, advertising and sales promo- 
tion manager of S. C. Johnson & 
Son Ltd., Brantford, Ont., was 
named “Advertising Woman of the 
Year” by the federation. + 
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THE HOUSTON CHRONICLE... 


LARGEST CIRCULATION 
IN TEXAS 


DAILY 


A CHRONICLE - 218,986 


¢ POS! — 216,207 


SUNDAY 


CHRONICLE - 249,460 


POST— 225,378 


ADVERTISERS SELLING THE HOUSTON MARKET DEPEND 


ON THE CHRONICLE FOR Foul / 
THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
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The economic outlook for the next twenty years 


promises you more cash and leisure time 


EXTER KEEZER, here pictured tie- 

ing a dry fly, is an avid trout fisher- 
man. More important, he is the director of 
McGraw-Hill’s Department of Economics. 
With astaff of top-flight economists he keeps 
watch over America’s economic growth. 

You might wonder what trout fishing has 
to do with economics — particularly as it 
affects you. One connection is time, and par- 
ticularly leisure time. You need leisure time 
to fish. How much leisure time will our 
growing economy provide in the years 
ahead? How long will the work week be five 
years from now; will productivity increase 
or decrease; how long will it take to get 
new products, processes and services from 
today’s laboratories to tomorrow’s markets? 
How much time will we have for play and 
how much cash to play with during the next 
twenty years? 

To get the answers, Dex Keezer and his 
staff gather, analyze, evaluate and interpret 
the factors affecting our economy through- 
out the year. The results of their studies 
are distributed to the editorial staffs of all 


McGraw-Hill magazines. In large measure, 
their combined efforts contribute to the edi- 
torial vitality ofall McGraw-Hill magazines. 

If you, like most, want a look into our 
economic future you’ll be interested in the 
latest report, ““‘The American Economy: 
Prospects for Growth to 1965 and 1975.” This 
comprehensive report, written in down-to- 
earth language, spells out our economic 
progress in technology, research, space age 
developments, consumer and industrial 
markets, recreation—and more. It reports 
a tremendous potential growth and increase 
in productivity during the next twenty 
years. If you would like a copy, write the 
McGraw-Hill Department of Economics, 
330 West 42nd Street, New York 36, N.Y. 

McGraw-Hill’s Department of Economics 
serves the readers with facts they read 
and rely on through McGraw-Hill business 
publications. It is a specific reason why 
your advertising, concentrated in the 
McGraw-Hill magazines serving your mar- 
kets, reaches the men who affect your 
economic future. 
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Peg Matulis, Russ Eggers, Doug Greenwald and Bill Chartener (foreground) 
are checking final figures for “The American Economy” with Dex Keezer. 
Just published, this report is another important Department of Economics 
service to business and industry. 
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Sell more 3 
toa 

MILLION MEN 
who 

BUY BIG- 


MAGAZINE 


New York Los Angeles 
Portland, Ore. Chicago 


Starch 52nd Consumer Magazine 
Survey proves Elks a mighty market 
for any consumer product. 


Their above-average incomes afford 
above-average living. Among 58 
leading magazines surveyed, readers 
of the Elks Magazine are SECOND with 
incomes of over $5,000. They are 
FIRST among OFFICIALS and 
PROPRIETORS. 


In single and multiple car ownership 
you'll find Elks among the LEADERS 
of all of the readers of the 58 
magazines surveyed. 


Whether the product cost is large or 
small you can confidently count on the 
Elks as a foremost market. 


BIGGEST GAIN 


IN GROCERY LINAGE 


AMONG THE 7 MAJOR PACIFIC NORTHWEST DAILIES 


1957 Linage 
TACOMA NEWS TRIBUNE. ....... . . 2,582,208 
SPOKANE SPOKESMAN-REVIEW. .. . 1,759,427 
SPORANME CHROMILE 2. 2 cc te eee 1,769,946 
SEATTLE POST-INTELLIGENCER ...... 1,059,356 


GRATTIE TIMES . ww cet te ta ee ee 


PORTLAND OREGONIAN ......... 2,791,101 
PORTLAND JOURNAL. ........... 2,738,664 


1956 Linage 
2,462,354 


1,896,011 
1,907,630 


1,122,951 
2,989,687 


2,814,275 
2,685,480 


Gain or Loss 
119,854 (gain) 


136,584 (loss) 
137,684 (loss) 


63,595 (loss) 
115,881 (gain) 


23,174 (loss) 
53,184 (gain) 


Total Grocery Linage (Daily Only); Source: Media Records, Inc. 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 


Circulation more than 83,000 


Represented by SAW YER-FERGUSON-WALKER COMPANY, Inc. 
New York + Chicago + Philadelphia + Detroit + Atlanta * Los Angeles + San Francisco * Seattle 


% 


AK, 


Ajo) It 


Advertising Age, June 9, 1958 


Getting Personal 


The National Safety Council presented a public interest award to 
Landau Outdoor Advertising Co., Philadelphia, for support of safety 
campaigns. Leonard Landau, president, accepted the award from 
David Kohn, chairman of the board of governors, Safety Council of 
the Chamber of Commerce of greater Philadelphia... 

Art Topol, executive time buyer for Donahue & Coe, New York, 
will marry Phyllis B. Teich, a schoolteacher, on July 3... 


50-YEAR RECOGNITION—Ambrose John Denne, 50-year veteran of ad- 

vertising agency work in Canada, receives an illuminated scroll as 

a special tribute from Elton Johnson, president of the Canadian 

Assn. of Advertising Agencies, at a meeting of the Advertising & 
Sales Club of Toronto. James R. Knox is at right. 


J. Garrett Noonan, ad director of the Courier-Journal and Louis- 
ville Times, is the newly elected president of Centre College’s board 
of overseers. Mr. Noonan is a vp of the Advertising Club of Louis- 
ville... 

Marshall Virello, past president of the San Francisco Advertising 
Club and director of advertising for the California Physicians 
Service, is now at his home recovering from an operation... 

Robert F. Lewine, vp of tv network programs at NBC, has been 
elected president of the Academy of Television Arts & Sciences... 

Sam Nield, of the sales staff of Ladies’ Home Journal, captured 
the golf championship and trophy at the National Assn. of Chain 
Drug Stores convention in Hollywood Beach, Fla... 

Mardie Rountree of Coty’s ad department and Herman Edel, 
account supervisor at Music Makers, have a double reason to 
remember May 30, Memorial Day. It was their wedding day, or as 
they call it, their “Declaration Day.”.. 


CLIENT WINS—The traditional client-agency bowling match between 

Dodge division and Ross Roy Inc., Detroit, was settled in favor 

of Dodge for the first time in three years. Bob Roy, agency vp 

(right), hands the trophy to Dodge victors John Oprish (left) and 

Al Gronski. This client-agency classic originated ten years ago with 

E. C. Quinn, now vp, general sales manager, automotive products, 
Chrysler Corp. 


Lloyd E. Yoder, NBC vp and general manager of WRCV and 
WRCV-TV, Philadelphia, has been elected a member of the board 
of directors of the Chamber of Commerce of Greater Philadelphia .. . 

Leslie L. Dunier reached golfdom’s mecca by scoring a hole-in-one 
while out on a Long Island course with his boss and some agency 
clients. He’s vp of radio and tv at Emil Mogul Co., New York... 

Henry W. Alexander, sales promotion director of Sacony Inc., 
New York, is mighty proud of his dad, Dr. David E. Alexander, who’s 
been nominated New York County candidate for the title of “Family 
Doctor of the Year,” awarded by the American Medical Assn. . . 

Daphne Ann Williams is engaged to Pvt. John M. Walker, son of 
Bradley A. Walker, vice-chairman of Fletcher D. Richards Inc. The 
couple plan an autumn wedding... 
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New York is a girl in love. New York 
is a wedding in June. New York is 
5 million families growing, needing, 
wanting, buying. New York is The New 


York Times. New Yorkers live by it. It 


serves them with the most news. It 


sells them with the most advertising. 
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ANNOUNCING A NEW LOOK-POLITZ STUDY 


The Audiences 


BETTER HOMES & GARDENS + GOOD HOUSEKEEPING + LADIES’ HOME 


On May 12, a study sponsored by Life Magazine dis- 
closed that, in combination, single issues of Life, Look, 
Post, Reader’s Digest and Ladies’ Home Journal reach 
31,840,000 different households — 65% of the nation’s 


total, accounting for 73% of all consumer expenditures. 


That same day, the first report of a Post-sponsored sur- 
vey showed that the number of reader exposures to ad- 
vertisements in a magazine is substantially greater than 


the magazine’s total audience. 


Now, LOOK announces completion of a new study that 
will reveal the tremendous number of people... and the 


kinds of people ... reached by nine major magazines. 


These significant nationwide studies, coming at a time 
when advertisers are prese:ng their search for more 
efficient ways to reach great numbers of people, have 


made one hard fact increasingly evident: Magazines 


reach more people... more efficiently ... than any other 


national advertising medium. 


FULL SCOPE OF NEW LOOK STUDY —The Audiences 
of Nine Magazines, the new study sponsored by Look 
and conducted by Alfred Politz Research, Inc., will fill 
an urgent need for up-to-date audience information. 
This need was underscored recently when many top ad- 
vertisers and agencies pledged their financial support 
for the Advertising Research Foundation plan to study 


the audiences of 34 magazines. 


Although only nine magazines could be included in the 
Look-Politz study, these nine account for 60% of total 
magazine advertising revenue. Their aggregate circu- 
lation is greater than the combined circulations of all 
544 Sunday newspapers in America... greater by far 


than the number of television sets in America’s homes. 
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of Nine Magazines” 


The Look-Politz study will report: 


1. Fresh, comparative data on the average-issue audi- 
ences—singly and in combination—of nine maga- 
zines: LOOK, Life, Post, Time, Ladies’ Home Jour- 
nal, McCall’s, Good Housekeeping, Better Homes 
& Gardens and Reader’s Digest. 


2. Precise information on the characteristics of read- 
ers of the magazines, in terms of age, sex, income, 
occupation, size of family, education, geographic 


area and other factors. 


3. Coverage by the magazines in relation to product 


ownership and purchasing patterns of readers. 


AUDIENCE, ABC: KEYS TO CONFIDENCE -— This 
month alone, three major magazine studies—Life’s on 
household penetration, Post’s on ad page exposure, 


LOOK’s on reader reach and audience characteristics— 


JOURNAL «+ LIFE + LOOK + McCALL’S + READER'S DIGEST + SATURDAY EVENING POST «+ TIME 


are providing advertisers with a broad range of author- 


itative marketing facts available from no other medium. 


In addition, magazine advertisers enjoy the protection 
of circulation reports checked and verified by the Audit 
Bureau of Circulations. These audited records of paid 
circulation, supplied only by print media, comprise the 
key yardstick on which all magazine advertising rates 


and guarantees are based. 


Through continuing nationwide audience research .. . 
through audited reports of copy sales... the magazines 
of America have enabled advertisers to eliminate guess- 
work from media decisions. By investing their money in 
magazines, advertisers are assured of reaching the 
greatest number of people with the greatest possible 
efficiency and—what is so important today—with the 


smallest possible risk. 


THE EXCITING STORY OF PEOPLE 
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Odor-Aire Offers Guarantee 

Odor-Aire, Kansas City manu- 
facturer of insect and deodorant 
products, is offering, via tv, a 
“Home Moth Pack” containing five 
moth products bearing a cumula- 
tive clothing replacement guaran- 
tee of $5,000. The carton when 
empty becomes a toy house. Jack- 
son, Haerr, Peterson & Hall, Peoria, 
Ill., is the agency. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
es ance a te ; 

LOS ANGELES HALLIBURTON BLDG. 

SAN FRANCISCO. CENTRAL TOWER 


WASHINGTON, June 3—The gov- 
ernment of Curacao, Netherlands 
West Indies, has asked the U. S. 
Treasury Department to crack 
down on “so-called curacao li- 
queurs produced outside the island 
of Curacao.” 

In a letter to Dwight E. Avis, 
director of the alcohol and tobacco 
tax division of the Internal Rev- 
j}enue Service, Dr. E. M. Newton, 
|director of economic affairs, said 
|he believes the marketing of an 
|orange liqueur as curacao liqueur 
| would constitute false labeling un- 
less it was a product of Curacao. 

“We beg to call your attention to 


Curacao Government Asks U.S. Crackdown 
on ‘Curacao’ Liqueurs Distilled Elsewhere 


the fact,” the letter stated, “that 
original curacao liqueur, quite 
properly described by the Ency- 
clopaedia Britannica as produced 
here from the peels of the rare 
green orange, Citrus aurantium 
curassuviensis, grown only on this 
island, is, in our opinion, the only 
curacao liqueur that properly 
meets the standards of identity es- 
tablished by the alcohol and tobac- 
co tax division in Article 2 of the 
Federal Alcoholic Administration 
Act.” 


® He said continued marketing of 
other liqueurs as curacao liqueur 


makes it “most difficult” for “one 
of our principal natural products, 
for which our tiny island has been 
famous throughout the civilized 
world, to gain entry to the Ameri- 
can market. 

“This inequity is attributable to 
the fact that there are presently a 
large variety of orange liqueurs 
advertised and publicly accepted 
in the U. S. as true curacao li- 
queur,” he said. + 


Industrial Publishing Adds 2 
Industrial Publishing Corp., 
Cleveland, has made two additions 
to its advertising sales staff in Chi- 
cago. John W. Gross, formerly ad 
representative for Metalworking, 
will handle both Flow and Flow’s 
Material Handling Illustrated. Earl 


Advertising Age, June 9, 1958 


Palmer has been appointed district 
sales representative for Refrigera- 
tion & Air-Conditioning Business. 


Essex Names Healy Agency 
Essex Electronics, Berkeley 
Heights, N.J., manufacturer of 
electronic components, has named 
Paul M. Healy Advertising Agen- 
cy, Montclair, N.J., to handle its 
trade paper advertising, direct 
mail and publicity. There is no 
previous agency of record. 


N. H. Adclub Names Kane 

Robert W. Kane, Manchester, 
N.H., public relations consultant, 
has been appointed executive sec- 
retary of the Advertising Club of 
New Hampshire. 


X MINUS 40,320 MINUTES* 
UNTIL MISSILES AND ROCKETS 
IS PUBLISHED WEEKLY 


JULY 7, 


1958 


Impressive advertiser acceptance (ad- 
vertising volume is 87% over the first 
four months of last year) and spectac- 


ular growth in paid circulation (over 


23,800 subscribers in only 20 months - 
ABC after 9th month) prove MISSILES AND 
ROCKETS is America's most successful 


new business publication. 


You reach 


missile men on all levels... key man- 


agement 


engineering, 


production and 


procurement subscribers, and top mil- 
itary and government men connected with 
missiles and satellite science - WEEKLY 
- - - Starting July 7, 1958. 


* As of 9 acm., 


MISSILES sno ROCKETS 


June 9, 1958 


ieee 


AMERICAN AVIATION PUBLICATIONS, INC. 


_ World’s Largest Aviation Publishers 
1001 VERMONT AVENUE, N.W. ® WASHINGTON 5, D.C. 
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| 
Here's low-sodium Sarah 


able at thet favorite marker. 


Pet mmpies end berets write te eer s Foe 
Dept UAD, 568 Sen Fernandes Bd. | 
Les Angetn 08, Coit | 


BEFORE & AFTER—Lawry’s Foods, Los 
Angeles, is using a cartoon ap- 
proach to promote its salt substi-| 
tute in local medical publications. 
California Advertising, Hollywood, 

is the agency. 


SAG Asks Meany 
to Arbitrate TV Tape 
Jurisdiction Dispute 


NEw York, June 3—The advent, 
of tape recorded tv commercials 
has given rise to a jurisdictional | 
dispute between the American | 
Federation of Television & Radio| 
Artists and the Screen Actors | 
Guild that has already gotten to) 
the outside mediation stage. 

Both unions apparently agree 
that AFTRA should represent the | 
people who produce taped tv ads| 
made at network and station stu-| 
dios and that SAG should cover | 
work done in motion picture 
studios. 

The area of dispute is the work 
done by independent studios not | 
connected either with networks, | 
stations or film studios. 

SAG proposed an agreement that 
would give AFTRA jurisdiction 
over work done in network and 
station studios and SAG jurisdic- 
tion over everything else—which 
would include not only motion) 
picture studios but the independent 
studios. 


s AFTRA rejected this plan and 
petitioned the National Labor Re- 
lations Board to mediate the issue. 
NLRB has set a June 24 hearing) 
date for the dispute. 

SAG, meanwhile, in an effort to| 
avoid a prolonged fray over the| 
matter, has proposed that both 
unions agree in advance to abide 
by an arbitration decision by AFL- 
CIO President George Meany. 
AFTRA has not yet reacted to this 
proposal, but may have something 
to say about it following its June 
4 board meeting. 

One independent tv taping stu- 
dio in the disputed area is Tele- 
studios, New York, which recently 
began making tapes for several 
advertisers—among them Kellogg 
Co. (Leo Burnett Co.) and Vick 
Chemical Co. (Morse Internation- 
al). 

Asked which union has jurisdic- 
tion over its taping operations, the 
studio said, “We are cleared by 
both SAG and AFTRA, but the tal- 
ent is employed and paid by the 
advertising agencies.” + 


Pretty Joins Glass Co. 

J. M. Pretty, formerly with 
Cockfield, Brown & Co., Toronto, 
has been named vp and director of 
marketing as well as general man- 
ager of Peace River Glass Co., Fort 
Saskatchewan, Alta., Canada. 


Philip Agisim, director of market | Holiday, Life, The Saturday Eve-| 
|planning at Parkson Advertising, 
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Pharmaceuticals Names Two | Ansco Using Comparisons zine, Parents’ Magazine, Sports|Walker Boosts Lauerman 
;.| Illustrated and Sunset Magazine. Harold W. Lauerman has been 


Pharmaceuticals Inc. has named | Ansco, Binghamton, N. Y., is| 3 eg cea blag York is th 
Benjamin M. Seiger, formerly di-| using visual comparisons between | €?t0n owles, New York, is the | promoted from account executive 


rector of marketing, executive di-| Super Anscochrome and conven- | 28°"¢Y. | to director of public relations at 
rector of its Journal of Lifetime | tional color film in its 1958 adver- bt S. Walker Advertising Inc., 
L'ving, a new position. He will|tising program. Ads feature “twin Campbell Adds Lithium Duties | Pittsburgh. 


J. D. Campbell, vp in charge of | 
sales of Lithium Corp. of America, Gulf Publishing Elects Bigelow 
Minneapolis, also has been named, Gulf Publishing Co., Houston, 
ning Post, This Week Magazine | to handle all of the company’s ad-| has elected Nelson Bigelow, adver- 
and independent supplements. | vertising. Sales headquarters of the | tising sales manager, a vp of the 
Other Ansco advertising is appear-|company are at 60 E. 42nd St.,|company. He has been with the 
ing in National Geographic Maga- | New York. company since 1944. 


have complete operating responsi- | camera” color photographs of the 


bility for the subsidiary company.|same scene, and are running in| 


Pharmaceuticals’ agency, is mov- 
ing to the client with the same ti- 


What single compact market 


buys MORE than 
the entire state of Iowa 


_ Rr ee 


poss rt te 


it’s The Cleveland ) 
\ Plain Dealer Market / 
‘ 4 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
ome Sena ais ee 26 ADJACENT TOTAL 
> COMMODI CUYAHOGA UNT COUNTIES (000) 
Here’s how the (000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Cleveland Market Retail Food Sales 589,775 510,796 1,100,571 
ll Retail Drug Sales 88,498 55,405 143,903 
1 Automotive 435,242 430,796 866,038 
se S 4 Ya ‘| Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
bi i i ion dol lars (Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales, 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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Pharmaceuticals Man, Heal Thyself, Says 
Doctor, Warning Admen of ‘Hidden Market’ 


New York, June 3—How are 
prospects for the pharmaceuticals 
industry? 

Very good, according to Dr. Bert 
W. Brooks, medical consultant of 
Occupational Health Services, 
Asheville, N. C., who last week un- 
nerved participants at the annual 
promotion clinic of the Pharma- 
ceutical Advertising Club of New 
York by painting a frightening 


picture of their “hidden market.” | 


Speaking immediately after the 


drug admen had downed a sub-| 


stantial lunch, Dr. Brooks said he 


CASE HISTORIES OF 
SUCCESSFUL USAGE OF 


RADIO IN 


NEW YORK 


Station WWRL 
Woodside 77, 
New York City 


| could safely say that 20% of the 
audience is “dangerously over- 
weight.” Also, he estimated that 
25% of his audience has “a serious 
or potentially serious medical con- 
dition”—with only 30% of this 
group aware that there is any- 
thing wrong. 

Getting down to specifics, Dr. 
Brooks, assuming an audience of 
500 (there were actually around 
300), said: “. . . The likelihood is 
very great that 60 of you have 
heart disease. . . and you don’t 
know it . The likelihood is 
very great that 60 men in this 
room have rectal lesions and po- 
{tential malignancies, and don’t 
know it. Four of you may well be 
|suffering from neuropsychiatric 
|conditions with a definite need for 
|psychiatric care, and you don’t 
realize it. And, my friends, there 
be a real possibility that 10 of 
|you have an early cancer which 
|}you do not know about.” 


| ® Dr. Brooks said his figures were 
projections from the results of 
|50,000 medical examinations con- 
| ducted by OHS over the past five 
lyears in industrial plants in 16 


SEE EVERY AD OF INTEREST 


ACB Newspaper Research Serv- 
ice brings you every advertise- 
ment you want to see that is 
published in daily or Sunday 
newspapers of the United States. 
You may have this service in 
complete tabulated and sum- 
marized report form; or you may 
make up your own reports from 
the full-page tearsheets we fur- 
nish you. 

With ACB Research Service, 
you know exactly what is being 
advertised by your dealers; or 
your competitor’s dealers; or the 
content and extent of releases by 
competitors in national adver- 
tising. 

ACB shows above how you can 
buy these services by markets; 
but you can order by your sales 
territories; or even single towns. 
You may take these services 
continuously, or periodically. 


ACB Services are among the 
most useful tools in merchandis- 


— 


20 South Third St. + 


ing and distribution. They are 
so flexible that you can get ex- 
actly what you want in coverage 
—and in duration. Send today 
for catalog. 


Send for ACB's Catalog. 48 pages. De- 
scribes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; U. S. 
Census of retail stores. It’s free! Ask 
for it today. 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. * Chicago (3) 18 S. Michigan Ave. « 
Memphis (3) 161 Jefierson Ave. + 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


Columbus (15) 
San Francisco (5) 51 First St. 


WINNER—Carol Johanson receives a $100 U.S. savings bond from 

Budd Gore, retail advertising manager of the Chicago Daily News. 

Miss Johanson was first place winner in the 1958 high school essay 

contest co-sponsored by the Chicago Federated Advertising Club 
and the Women’s Advertising Club of Chicago. 


states. OHS found that less than 
10% of those examined had had 
previous periodic health check-ups. 

“In this wonderful country of 
ours,” he said, “it seems we physi- 
cians spend most of our time treat- 
ing the children and their mothers, 
the grandmothers and granddads, 
and only get to see dad when he is 
in serious trouble.” 

Dr. Brooks concluded by point- 
ing out that the pharmaceuticals 
industry “can play a most impor- 
tant role in keeping people well” 
by exploring this “hidden market” 
of people who are sick but don’t 
know it. 

With this sobering message, the 
clinic returned to consideration of 
ways and means of improving the 
effectiveness of advertising. On 
this subject the drug admen heard 
from: 


@ Steve Olszewski, exec vp of 
Paul Klemtner & Co., Newark, who 
noted that when things get tough 
management still finds it easy to 
cut advertising, and who said: “We 
must find the means for proving 
and improving advertising’s role 
in producing sales.” 


# Allan B. Clow, vp and director 
of marketing, American Cyanamid 
Co., who reported that his com- 
pany has an annual advertising 
bill of $20,000,000 to $25,000,000 
and who noted that one of the in- 
dustry’s problems today is resent- 
ment against the high volume of 
ethical drug advertising. Mr. Clow 


said a study taken by Cyanamid’s 
Lederle division showed that the 
average New York doctor gets 


Billings Exaggerations 
Are Transparent: Merck 


New York, June 3—Attention, 
Charles W. Hoyt Co., Doherty, 
Clifford, Steers & Shenfield, C. J. 
LaRoche and Burdick, Becker & 
Fitzsimmons: Be careful about ad- 
vertising your shop by the amount 
of billings you handle. 

Albert W. Merck, director of ad- 
vertising and promotion for the 
chemical division of Merck & Co., 
told the Pharmaceutical Adver- 
tising Club’s annual promotion 
clinic that he often wonders why 
agencies bill themselves according 


Mr. Merck pointed out that any- 
one can apply 15%, or 17.65%, 
against this figure to get the agen- 
cy’s true income. It makes one 
wonder, he said, why agencies try 
to “look bigger than they really 
are.” 

Hoyt, DCS&S, LaRoche and Bur- 
dick, Becker are all Merck agen- 
cies. + 


3,957 mailing pieces a year—or 
two bushels a week. 


s Alfred Politz, president of Al- 
fred Politz Research, said the 
great need in advertising research 
is the development of generalized 
principles which could be followed 


by copywriters. 


NATION-WIDE SERVICE 


product (including size or color range)—and by salesman. 


You get week to week, or month to month break-downs and comparisons in dollars 
or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- i 
point weaknesses and measure advertising effectiveness of local and national campaigns. $4 
R & S can handle every sort of data processing—in any volume—CALL AN R & S : 
REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


RECORDING & STATISTICAL CORPORATION 


s rec m re : oe ose a s ; 

R & eS data processing of your =o will give you Maclusive reports almost as he 5 
soon as the sales take place— ig tee 
BY TERRITORY—national, state-wide, city . . . by customer, class of outlet, = ‘ 


NEW YORK: 100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 ~ 
BOSTON: 566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 be 
CHICAGO: 223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 a 9 
SAN FRANCISCO: 560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 a e 
MONTREAL: 407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 % 
TORONTO: 439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 
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Advertising Age, June 9, 1958 


Mr. Politz maintained that it is 
not necessary to become dogmatic 
to arrive at approximate “working 
rules” for creative people. Ad copy, 
he said, can be made more efficient 
by being subjected to a consistent 
theory of evaluation. 


s Austin Daly, advertising mana- 
ger of Lederle Laboratories, who 
also noted the great increase in 
ethical drug ad volume, suggested 
that the medical journals might 
be doing more for the pharmaceu- 
ticals industry. Mr. Daly asked 
why the journals weren’t telling 
the industry’s story to their audi- 
ences. 


s Dr. August A. Fink Jr., research 
director of the Klemtner agency, 
presented an experimental psy- 
chologist’s picture of advertising 
as one link in a chain of teach- 
ing. Advertising, Dr. Fink said, is 
basically a reinforcement of past 
training ... It is only one factor 
and “should not be blamed for 
product failures, faulty distribu- 
tion, or unrealistic pricing poli- 
cies.” 


s Summarizing the talks at the 
end of the day, Sidney R. Bern- 
stein, editorial director of ApvErR- 
TISING AGE, said the pharmaceuti- 
cals industry appears to be in for 
some great years, but that “most 
of us are not likely to live long 
enough to enjoy it.” 

Mr. Bernstein said the problem 
of the glut of promotional materi- 
als in the industry might be par- 
tially due to the low cost of ad- 
vertising. He wondered whether 
better results would not be ob- 
tained if the cost were doubled. 

Mr. Bernstein also took excep- 
tion to Mr. Daly’s proposal that 
medical journals become more 
“advertiser-oriented.” 

“What do you care what they 
are doing for the pharmaceuticals 
industry?” he asked. “As long as 
they are doing a good job for the 
medical profession, you shouldn’t 
worry.” # 


Shipping Publications Merge 
as ‘Shipping Management’ 

Shipping Management, New 
York, and National Hi-Way Ship- 
per, Chicago, have merged and 
will be published as a single pub- 
lication in June to be known as 
Shipping Management. The com- 
bined publications will have a 
circulation of approximately 15,- 
000, and the base advertising rate 
(b&w-page, one-time) will be $300. 
That is the current base rate for 
Shipping Management, which is- 
sued a Business Publications Au- 
dit, as of Dec. 31, 1957, showing 
9,996 controlled circulation. Na- 
tional Hi-Way Shipper had a base 
ad rate of $250. 

Robert M. Hoffman, president 
of Shipping Management Inc., will 
continue as president of the pub- 
lishing company. Curtis C. Stew- 
art, owner and publisher of the 
Chicago publication, will become 
publisher of the combined maga- 
zine and a vp of the publishing 
company. He will continue to make 
his headquarters in Chicago, but 
the executive office of the publi- 


me | cation will be at 425 Fourth Ave., 


New York. The merged publica- 
tion, Mr. Hoffman said, will work 
“to encourage centralization of 
traffic, materials handling and 
packaging duties in one executive 


| for the vital importance of these 
| functions to the efficient operation 


of business today.” 


Plaut Joins Joseph Katz 

Al Plaut, who left as vp and di- 
rector of advertising and sales pro- 
motion at the Dorothy Gray divi- 
sion of Lehn & Fink last September 
to become director of drug and cos- 
metics marketing at Grant Adver- 
tising, New York, has joined Jo- 


bes i\/seph Katz Co., New York, as an 
al | 


account supervisor. 
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The Saturday Evening 


a 


fastest-growing 
general weekly 
© magazine 


AVERAGE CIRCULATION OF 
THE SATURDAY EVENING POST 


YEAR CIRCULATION 


1954 | 4,590,607 


1955 | 4,702,729 


1956 | 4,905,850 


1957 | 5,301,042 


OVER 


1958 | 5,700,000* 


“average first 3 months 


e Post circulation is up one 
million in just 4 years! 

e February 15, 1958 issue 
hit an all-time high of 
5,890,000 copies! 

e During the first six 
months of 1958 the Post 
expects to give advertisers 
an average weekly bonus of 


over 500,000 copies! 
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Life and Look by 
500,000 copies 


Lome) 


e Politz proved Post readers definitely want to 


read “‘this issue” of The Saturday Evening Post. 


e Month after month at the newsstands, the Post 
sells 500,000 more copies than Life and Look 
combined . .. and gives you true quality circula- 
tion (increasing every week!). 

e Post is the only general weekly magazine to 
give you a multimillion dual audience with almost 


a million more women readers than men! 
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Politz proved that Post readers talk 
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about and recommend things they read ; 
POST - N FLU EN CE in the Post, like appliance ads and any- | 
thing else. Post influence works fastest 
WO rks fastest beca use because it moves sideways . . . on every 
spending level. Housewife tells house- 

wife. Worker’s wife tells worker’s wife. 


it moves Sid eways Bose’s wife tells boss’s wife. You get mil- 


lions of word-of-mouth salesmen telling 
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e In a nationwide survey held in 1957 retailers and 


wholesalers selling appliances picked the Post as “the 
most influential magazine.” 
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e Post is first choice for industry-wide promotions. 


rated No. 1 ee POST LIFE LOOK 


LIVE BETTER ELECTRICALLY 7 '@] 2 
in appliance- OPERATION HOUSEPOWER 11 8) 0 


e Post chosen exclusively for L. B. E.’s special 
$250,000 ad spectacular! 
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POST Ca rrie PAGES & EQUIPMENT PAGES. 
; POST | 161.90 | 64.95 
more applianc 


LIFE 140.12 27.02 


@ @ advertising than 
” & Life or Look 
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POST 


merchandises and sells 
like nobody else in 
© the appliance field! 


e Post-sponsored Hardware Week boosted retail sales by 
$20,000,000 in one week in °57. Scheduled again for 1958! 


e Post-sponsored Electric Servants Fair in Miami attracted over 
250,000 people who came to see, stayed to buy! 


e Post-sponsored Blue Ribbon Homes promotion guarantees 
sales for Post-advertised products in over a half-billion dollars’ 
worth of new homes in 1958 alone! 


e Post also keeps advertisers alert to latest appliance-business 
operations, merchandising, pricing and advertising trends 
through up-to-the-minute nationwide field research. A complete 
service to help you plan through the year. 
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POST BUILDS MORE 


Admiral Corporation 
Amana Refrigeration, Inc. 
American Gas Association 


American Kitchens Division 
Avco Manufacturing Corp. 


American Motors Corporation 
Kelvinator Division 


American Radiator & Standard 
Sanitary Corporation 


Arvin Industries, Inc. 

Ben-Hur Manufacturing Co. 
Borg-Warner Corporation 
Carey Mfg. Company, The Philip 
Carrier Corporation 

Channel Master Corporation 
Chelsea Fan & Blower Co., Inc. 
Culligan, Inc. 

Dormeyer Corporation 

Du-Wal Products, Inc. 

Edison Electric Institute 
Edwards & Co., Inc. 

Emerson Electric Mfg. Co. 


Eureka Division 
Eureka Williams Corporation 


Fairbanks, Morse & Company 
Fedders-Quigan Corporation 
Frigidaire Division 

General Motors Corporation 


Gas Equipment Manufacturers 
Committee 


General Air Conditioning Corp. 
General Electric Company 


The Saturday Evening 


Peete aaa 


oa 


*January, 1957 to February, 1958 inclusive. 


Hamilton Beach Company, Division of 
Scovill Manufacturing Company 


Hamilton Manufacturing Company 
Herold Products Company 

Hobart Manufacturing Company, The 
Hoover Company, The 


Hotpoint Co., Division of 
General Electric Company 


lronrite, Inc. 

Landers, Frary & Clark 

Lewyt Corporation 

Lindsay Company, The 

Magnavox Company, The 

Maytag Company, The 

Motorola, Inc. 

National Presto Industries, Incorporated 
Necchi Sewing Machine Sales Corp. 


Norge Sales Corporation, Subsidiary of 
Borg-Warner Corporation 


North American Philips Company, Inc. 
Olympic Radio & Television, Inc. 
Philco Corporation 

Proctor Electric Company 

Radio Corporation of America 


Radio Corporation of America 
(RCA Victor) 


Red Devil Tools 


Remington Rand Division of 
Sperry Rand Corp. 


Robbins & Myers, Incorporated 
(Hunter Division) 


it 


apphanees best 
today because 


g yread,respond 
and recommend! 


APPLIANCE BRAND NAMES THAN ANY OTHER MAGAZINE ! 


Robertshaw-Fulton Controls Company 


(Grayson Controls Division) 


Seth Thomas Clocks, Division of 
General Time Corp. 


Signal Electric Division 
King-Seeley Corporation 


Singer Sewing Machine Company 
Smith Corporation, A. O. 


Speed Queen Division of 
McGraw-Edison Company 


Steelman Radio & Phonograph Co.., Inc. 


Stromberg-Carlson Company 
Sunbeam Corporation 
Sylvania Electric Products, Inc. 


Toastmaster Products Division 
McGraw-Edison Company 


V-M Corporation 

Walker Co., The 

Waters Conley Co. 

West Bend Aluminum Company 


Westclox, Division of 
General Time Corp. 


Westinghouse Electric Corporation 


Whirlpool Corp. 
Winegard Company 
World-Wide Enterprises, Inc. 


York Corporation, Subsidiary of 
Borg-Warner Corporation 


Youngstown Kitchen Division 
American Radiator & Standard 
Sanitary Corp. 


Zenith Radio Corporation 
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Advertising Age, June 9, 1958 


Information for Advertisers 


Tips on the proper use of in- 
dustrial direct mail advertising are 
outlined in a handy new folder, 
which is offered by the direct mail 
division of McGraw-Hill Publish- 
ing Co., 330 W. 42nd St., New York 
36. Free copies may be obtained by 
writing the division. 


e U.S. News & World Report has 
two studies out on its subscribers. 
One, “Occupational Survey of U.S. 
News & World Report Family 
Heads,” classifies subscriber fam- 
ilies by types of business and by 
titles. Analysis is on the basis of 
the 1958 circulation rate base of 
1,000,000. The second is called “A 
Study of the Buying Power of U.S. 
News & World Report Families.” It 
is a study of the economic status of 
U. S. News families, with informa- 
tion on their income levels and as- 
set ownership—corporate stocks 
and bonds, checking accounts, sav- 
ings bank deposits, etc. Copies are 
available on request from William | 
E. Robertson Jr., director of mar-| 
keting and research, U. S. News &| 
World Report, 45 Rockefeller} 


Plaza, New York. 


e Katz Agency, New York station 
representative, has made available | 
to advertisers and agencies its spot 
tv advertising cost summary No. 
23. The summary, based on pub- 
lished rates as of March 10, 1958, | 
is designed for quick estimates of 
spot tv costs in from one to 242 
markets. The summary includes 
the representative’s formulas for 
estimating spot tv budgets which 
are based on the rate cards of a 
representative sample of 50 lead- 
ing network affiliates and the total 
cost for nighttime, daytime and late 
night rates broken down into 10 
market subdivisions. 


e Good Housekeeping has issued 
the results of two product owner- 
ship surveys made of its consumer 
panel. The first, “Baby Furniture 
Survey, 1958,” is an inventory of 
items of baby furniture owned, 
where purchased, gift items, etc. It 
includes a_ section of pertinent 
comments by respondents. The 
second, “Refrigerator-Freezer Sur- 
vey, 1958,” shows brand owned, 
brand intended to buy, desirable 
features, color preferences, freezer 
packaging materials, quantity food 
purchases, suggested improve- 
ments. It includes vital statistics 
and cross tabulations. Copies are 
available from Lorna Opatow, di- 
rector, consumer panel, Good 
Housekeeping, 57th St. and Eighth 
Ave., New York 19. 


e “Telephone Interviewing,” a 
brief study of telephone tech- 
niques used in marketing research 
surveys, by Glen H. Mitchell, as- 
sistant professor, department of 
agricultural economics, Ohio State 
University, is free on request to the 
mailing room, Ohio Agricultural 
Experiment Station, Wooster, O. 
Ask for the mimeographed bulle- 
tin by name or by number—De- 
partment Mimeograph Series No. 
AE. 279. 


e Redbook has just released a 66- 
page booklet, “The Results of Red- 
book’s 1957 Survey of Major Ap- 
pliances.”” The survey is based 
on 5,006 questionnaire interviews 
with Redbook readers, including 
2,665 subscribers and 2,341 news- 
stand buyers. The findings of the 
survey reveal striking contrasts be- 
tween younger and older people in 
their consumer attitudes and buy- 
ing habits, with reference to brand 
preference, owner loyalty, what 
they plan to pay, etc. Copies are 
available on request to Austen Et- 
tinger or Maureen Callahan, Red- 


e “The New Look in Wholesaling,” 
how it is affecting the hardware 
industry, which wholesalers are af- 
fected the most, how distributors 
are reacting and what these 
changes mean to manufacturers 
selling to and through hardware 
wholesalers—these are a few of 
the questions which Hardware Re- 
tailer answers in its May, 1958, is- 
sue devoted to hardware wholesal- 
ing. A 40-page review of prob- 
lems, including an extensive study 
showing wholesaling’s progress in 
merchandising, sales management 
and promotion. Copies are avail- 
able without charge to all manu- 
facturers and agencies that request 
them from Bob Vereen, managing 
editor, Hardware Retailer, 964 N. 
Penn, Indianapolis 4. 


e The research department of 


|Hugh C. MacLean Publications 
Ltd. has just completed a compre- 
hensive study of truck operations 
in the engineering construction 
field in Canada for Engineering & 
Contract Record. Copies are avail- 
able from L. H. C. Jenning, man- 
ager, advertising and sales promo- 
tion, Hugh C. MacLean Publica- 
tions, 1450 Don Mills Rd., Don 
Mills, Ont. 


e Prairie Farmer has just released 
its “Post Office Count of Circula- 
tion,” showing circulation in IIlli- 
nois and Indiana by counties and 
also for adjacent counties of sur- 
rounding states. Also available 
from Prairie Farmer are a series 
of county maps showing the pro- 
duction of corn, oats, soybeans, 
wheat and hay, along with the 
number of hogs, cattle, dairy cows 
and poultry by counties for Illinois 
and Indiana. These are available 
from W. G. Brookman, advertising 
manager, Prairie Farmer, 1230 
Washington Blvd., Chicago 7. + 
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*In the first 50 morning 

papers Riverside Enterprise 
ranks 22nd in Financial adver- 
tising, 24th in Retail advertis- 
ing, 40th in total Display 
advertising and 46th in 
total advertising. 


see the man 
from RIVERSIDE 

PRESS and 
ENTERPRISE 


*Source Media Records Jan. 58 


11,193,882 lines of 
retail advertising ‘57 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


SELLING KANSAS’ GREATEST 
WICHITA 


~ 


els NOW BEING SOLD BY! 


¥.." 
ARKET 


BLAIR 2214 ASSOCIATES unc. 


book, 230 Park Ave., New York 17. 


Wu 


Effective June 1, 1958, KTVH appoints Blair Television Associates, Inc. as their 
exclusive national representatives. To Sell Kansas... Buy KTVH — Ask your Blair 
representative about KTVH today! 


KANSAS 


12, 


HUTCHINSON 


HOWARD 0. PETERSON, GENERAL MANAGER 
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Bates Names Directors 

Ted Bates & Co., New York, has 
named Edward A. Grey, Dan Rod- 
gers and Allen M. Whitlock agency 
directors. All three are vps. 


|Hoag & Provandie Adds One 

| Hoag & Provandie, Boston, has 
been appointed to handle recruit- 
ing advertising for Laboratory for 
Electronics, Boston. 


WNCT 


A. HARTWELL CAMPBELL, GEN. MGR./REPRESENTED NATIONALLY BY HOLLINGBERY 


and set it! 


We've got “Southern 
Smorgasbord,” a bal- 
anced diet of URBAN 
and RURAL with liberal 
portions of permanent 
MILITARY bases and 
COLLEGES. Second 
Helpings? Why sho’nuff. 


CHANNEL 9/CBS-ABC 
GREENVILLE, N. C. 


Loblaws Brings Trading Stamps into Buffalo, 


on Se 


Touches Off Ad Slugfest with A&P, Nu-Way 


BUFFALO, June 3—The three big; the new competition. 


supermarket chain operations here 


The result is that A&P and Nu- 


are engaged in a red hot advertis- | Way have been tossed together as 


ing slugfest that has grown out 
of Loblaws’ adoption of trading 
stamps. 

Trade observers described it as 
the most militant merchandising 
struggle since the advent of the 
modern supermarket in this area. 

The Big Three—Loblaws, Nu- 
Way and A&P—have hiked their 
ad budgets in the battle of words 
and ideas in an effort to retain 
their competitive positions, or bet- 
ter them. 


® Loblaws touched off the hassle 
when it brought S&H stamps into 
the supermarket picture here for 
the first time. Nu-Way, an Ameri- 
can Stores subsidiary, and A&P are 
standing fast against stamps and 
are using every merchandising 
weapon at their disposal to combat 


‘cohorts in the struggle against 


Loblaws’ stamp program. Both 


A&P and Nu-Way are slanting | 


their merchandising message in the 
same direction. They are stressing 
the importance of “cash savings” 
and “lowest prices” as opposed to 
the bonus merchandise offered 
with trading stamps. 


s The independents also have been 
brought into the conflict but to a 
more limited degree. R&W and 
Super Duper Markets, which also 
have adopted stamps, are promot- 
ing them heavily. 

Other large independent groups 
are hammering away at low prices 
and cash savings in their coopera- 
tive advertising. 

The stamp battle has caused an 
outbreak of early week full page 
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TURE IS GREAT IN A GROWING AMERICA 


AMERICA ALWAYS OUTPERFORMS ITS PROMISES 


We grow so fast our goals are exceeded soon after they are set! 


7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE 


1. More People— Four million babies yearly. U. S. popula- 
tion has doubled in last 50 years! And our prosperity curve 
has always followed our population curve. 


2. More Jobs—Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939—and there 
will be 22 million more in 1975 than today. 


3. More Income—F amily income after taxes is at an all-time 
high of $5300—is expected to pass $7000 by 1975. 


4. More Production —U.S. production doubles every 20 
years. We will require millions more people to make, sell and 


distribute our products. 


5. More Savings— Individual savings are at highest level 
ever—$340 billion—a record amount available for spending. 


6. More Research — $0 billion spent each year will pay off 
in more jobs, better living, whole new industries. 


7. More Needs—In the next few years we will need more 
than $500 billion worth of schools, highways, homes, dura- 
ble equipment. Meeting these needs will create new oppor- 


tunities for everyone. 


Add them up and you have the makings of an- 
other big upswing. Wise planners, builders and 
buyers will act now to get ready for it. 


FREE! Send for this new 24-page illustrated 
booklet, “Your Great Future in a Growing 
America.” Every American should know these 
facts. Drop a post card today to: THE ADVER- 
TISING COUNCIL, Box 10, Midtown Station, 


New York 18, N. Y. 


Advertising Age, June 9, 1958 


|advertising by the three chains in 
Buffalo newspapers. Ordinarily, 
|A&P, Loblaws and Nu-Way hold 
|back their weekly food ads until 
|the Thursday morning and after- 
noon papers, unless they have a 
special early week promotion. 

But in the last few weeks the 
chains have been breaking full 
page ads in the Monday papers, 
built almost entirely around the 
stamp and premium conflict. 


= Nu-Way is plugging the theme 
“there are no hidden costs in Nu- 
Way prices.” The chain also claims 
its Dollar Doubler premium pro- 
gram offers “lowest prices” on na- 
tionally known premium merchan- 
dise. 

Taking a crack at stamps, Nu- 
Way maintained: “The best ‘free’ 
premium plan gives you a return 
of only $2 with every $120 food 
purchase. With every $120 pur- 
chase at Nu-Way you may buy 480 
2¢ Dollar Doublers at a cost of 
$9.60. This $9.60 will buy up to 
$19.20 worth of nationally known 
premium items. Therefore, you 
save up to four times as much 
when you shop at Nu-Way.” 

A&P has been playing up the 
theme, “I’ll Take The Cash Savings 
Every Time,” in combating stamp 
and premium competition. The 
cash savings slogan is dominating 
all A&P promotional efforts, in- 
cluding special early week ads 
aimed at meeting institutional ads 
of the other chains. 

A&P also is using small ads 
throughout the week devoted to a 
special “Cash Saver” on sale for 
that week. “‘When I go to the food 
store, I want the best possible val- 
ues, and I want my savings in 
cash,” goes the A&P selling line. 


# Loblaws has been countering the 
A&P and Nu-Way jabs at its new 
stamp program with full page ads 


| which drive home the theme: “Our 
|Main Business Is Reducing Your 
|Food Costs.” 

Loblaws is attempting to offset 
trade charges that stamps mean 
jhigher food prices with this mes- 
|sage to consumers: ‘Loblaws’ 
|pricing policy is the same as it 
| always has been. Increased volume 
| creates economies that we immedi- 
|ately pass along to you who shop 
| with us.” 
| Loblaws maintains that its cus- 
|tomers save three ways: “Low 
| food prices. 5¢ Premium Certificate 
savings. S&H Green Stamps.” 

Adding fuel to the competitive 
fire, both Loblaws and Nu-Way 
have been offering double Premi- 
um Certificates and Dollar Doub- 
lers for limited periods to make 
their premium deals more attrac- 
tive. + 


Drug Research Names Two 

Drug Research Corp., New York, 
| has appointed Tim T. Andre vp in 
| charge of sales and S. (Red) Bor- 
|enstein director of marketing. Mr. 
Andre was formerly sales manag- 
er; Mr. Borenstein previously was 
with Diversified Drug Associates 
| as a vp. 


Coriamid Names Randolph 

Coriamid Inc., Fitchburg, Mass., 
has appointed Randolph Associates, 
Wellesley, Mass., to handle pro- 
motion and market development 
for Coriamid belting and Coriatex 
condenser tapes. 
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The advertising agency 
with most reason to understand 
Canada and its people 


comes to New York* 


We offer to American companies and their advertising agencies, who wish to sell 
in the special market that is Canada, a new source of assistance in understanding 
and capitalizing upon the subtle but distinct differences in Canadian people, 
traditions, politics and resources. 


We offer to Canadian organizations (in Canada) who market in the United 
States a productive source of American techniques and standards in commu- 


nicating with people. And we are knowledgeable interpretors of the vigorous 
Canadian personality to the American market. 


To sell and merchandise all the regionalized 
markets of Canada, you have to be on the spot. 
James Lovick & Company, alone, offers the 
advantage of nine offices in major metropolitan 
centres all across Canada. These offices are 
sensitively tuned to the trends and tempo of their 
marketing areas and to the preferences of their 
people. Each is a true part of its particular 
Canadian region, from the vigorous, growing 
Pacific Coast to bilingual Quebec. Through close 


integration, these people give us penetrating 
regional pictures that enable us to gauge and 
respond successfully to the national Canadian 
attitude. 

Now, through our New York office in Canada 
House, these facilities and skills are readily 
available to American and Canadian advertisers. 
We stand ready to take on the daily responsibility 


for their marketing, advertising and merchan- 


dising in all areas. 


*In Canada House — the new centre for Canadian government and business activity in New York 


James Lovick & Company Ltd. 


Advertising Agency 


VANCOUVER + CALGARY « EDMONTON «+ SASKATOON « REGINA « WINNIPEG «+ LONDON + TORONTO 


NEW YORK e« SAN FRANCISCO 


* MONTREAL 
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*December Bride, Dick Powell’s Zane Grey 
Theatre and the Danny Thomas Show, 
which has been in the Top Ten ever since 
it moved to the CBS Television Network. 


**The Ann Sothern Show. 
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No one in the food business does 
more advertising than General Foods. 
No one in the food business uses 
more television. And no one in the 


food business has more customers. 


For the past six years General 
Foods has consistently placed most 
of its television advertising on the 
CBS Television Network— where 
this season it presented three of the 
most popular nighttime programs* 
Each of these programs attracted 

a weekly average of more than 
30 million people. Combined, they 
brought General Foods 235 million 
advertising impressions a week 
through the October-April season. 


Next season General Foods will add 
a fourth program** to this nighttime 
schedule. Its reasoning is simple and 
direct: The more people reached 

as potential customers, the better 
its chances for sales. Television 
offers the biggest potential audience, 
so television gets the biggest share 


of the company’s advertising dollar. 


And since the television audience 
keeps on growing each year, it is 
only natural that General Foods’ 


investment should grow too. 


Like General Foods, other leading 
advertisers such as Westinghouse, 
U.S. Steel, Prudential, Procter & 
Gamble and General Motors’ Delco 
Division will also profit by the 
expanding television audience. They 
have joined an impressive wave 

of renewals on the network which 
for 68 consecutive Nielsen Reports 
has provided the largest nationwide 


audiences in advertising. 


CBS TELEVISION NETWORK 
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Julsen Joins Staley Co. 

Frank W. Julsen has been named 
corn division advertising manager 
of A. E. Staley Mfg. Co., Decatur, 
Ill. He formerly was a vp in charge 
of marketing at MacFarland, Ave- 
yard & Co., Chicago. Mr. Julsen 
succeeds A. E. Staley III, who re- 
signed in February to become a 
vp of Dancer-Fitzgerald-Sample, 


Gay Buys KITE, San Antonio |" 


Connie B. Gay, board chairman 
of the Town & Country radio net- 
work, has purchased KITE, San 
Antonio radio station, from Charles 
W. Balthrop, major stockholder in 
the station. The $250,000 purchase 
will bring to four the number of 
stations Mr. Gay controls. The 
others are in West Virginia, Ken- 


A great new British fleet brings 


Chicago. tucky and North Carolina. 


More Muscle in Messages 


CUTAWAY CRUISER—This ad—facing half pages—plug- 
ging liner accommodations on trans-Pacific cruises 
appears for Orient & Pacific Lines, San Francisco, 


Advertising Age, June 9, 1958 


> 


big-ship luxury to the Pacific! 


in June newspapers. It was prepared by Ogilvy, 
Benson & Mather, New York, which recently ac- 
quired the account. 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Reynolds Sales Staff Moves 
The sales headquarters of Rey- 
nolds Metals Co. has moved from 
Louisville, Ky., to the company’s 
main headquarters at Richmond, 
Va. About 400 sales employes were 
involved in the mass transfer. 


Neslage Joins Copease 

Oliver J. Neslage Jr., formerly 
with Hagen Chemicals & Controls 
Inc., Pittsburgh, has joined Co- 
pease Corp., New York, as assis- 
tant director of advertising and) 
sales promotion. 
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what’s 


the 
reason...? 


The Kalamazoo Gazette runs 
more classified advertising 
than any newspaper of com- 
parable size in the U. S. 


(Combinations excepted) 


To most advertisers and media buyers the answer must 
be obvious. This reader confidence is born of the knowl- 
edge that all Southwestern Michigan reads and believes 
in the Gazette. It gets results for advertisers! 


What better testimonial for the pulling power of an 
advertising medium than this cash indorsement by area 
readers? (48.5% transient) The bond of friendship, 
painstakingly built over 125 years between subscribers 
and this newspaper, has truly made it ‘‘A Member of 
the Family’? and has built welcome, confidence and 
responsiveness. 


Plan now to take advantage of the unusual welcome 
and productivity of the Kalamazoo Gazette in the 
prosperous Southwestern Michigan area. A Booth repre- 
sentative will be glad to show you a full file of facts. 


KALAMAZOO GAZETTE 
DAILY AND SUNDAY 


THE BAY CITY TIMES 
THE SAGINAW NEWS 
THE FLINT JOURNAL 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 
KALAMAZOO GAZETTE 
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B. Newman, 435 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Blidg., Detroit 


SEWING “MACHINE ~ 
ree estimate on al! rep 


. aa r v. 
= daire's wash} Ma 
laundry a regular|_!ng Cente 
ce $419.90 special for lim- -, SEWING MA 
ted time. gp 20 with, New Home. Elm# 
| trade-ig rail) Missouri. 
ng Fi 
‘ery-|_ © 


N 
ew like new. Portable 
p. Consoles, $29.88 u 
m Sewin: eee Co. 
5-7823. 


used washers sold wit} 


Fi 1 
. eves. 7 to 9. Also sho 
zo Bargain Basemen 
EAN, USED FURNID 
pedmond’s 
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/BOOTH NEWSPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


ND RAPIDS HERALD 


26, WOodward 1-0972. 


Pan American, 
Kellogg Repeat ‘707’ 
Contest in Britain 


Lonpon, June 3—A tie-in pro- 
motion worked by Pan American 
Airways with Kellogg Co. in the 
U.S. is being repeated in Britain. 

During the months of May, June 
and July some 25,000,000 packages 
of Kellogg’s corn flakes will carry 
an offer of a plastic model of the 
Boeing 707 jet that Pan Am will 
put into service on the transatlan- 
tic run next. November. 

The model is being offered here 


for 41¢ and two boxtops. 

As part of the promotion, Kel- 
logg is running a contest offering 
a “Two weeks in America” trip, 
_with the winners flying across the 
| Atlantic on the first scheduled jet 
flight. 

Handling the promotion here is 
J. Walter Thompson Co., British 
agency for both Pan Am and Kel- 
logg. 


| # The U.S. promotion, involving a 
“Name the Clipper” contest, ran 
for six months ending last March. 
| Some 50,000,000 packages of corn 
|flakes carried the plastic model 
|offer in the U.S., with Thompson 
representing Pan Am and Leo 
‘Burnett Co. representing Kellogg. = 


McCann Shifts Haight to 
L.A. to Head Coast Radio-TV 


George Haight, vp in charge of 
|tv-radio programming for Mc- 
|Cann-Erickson, New York, will 
shift to the agency’s Los Angeles 
office as vp in charge of West 
Coast radio-tv. Thomas A. McAvi- 
ty, corporate vp and general tv- 
'radio executive, will assume Mr. 
|Haight’s duties in the New York 
| office. The creation of Mr. Haight’s 
new position, C. Terence Clyne, 
senior vp of corporate tv-radio 
| services, said, was due to the agen- 
cy’s expanded tv-radio volume and 
the large proportion of the agen- 
cy’s programming which will orig- 
|inate in Hollywood. 

Mr. Haight’s new assignment 
| will include production responsi- 
| bilities for all Hollywood origina- 
| tions, and West Coast program de- 
velopment. McCann’s West Coast 
|tv-radio staff has moved to new 
offices at 915 N. La Brea Ave. 


Chafix Names Norman Malone 

The Chafix division of Becton, 
Dickinson & Co., Rutherford, N.J., 
has appointed Norman Malone As- 
sociates, Akron, to handle its ad- 
vertising and public relations. Cha- 
fix, a skin balm, was recently 
acquired by Becton, Dickinson, 
maker of medical and surgical in- 
struments. 


Two Companies Name Teague 

Fred Teague has been appointed 
northern California representative 
for Ohio Advertising Display Co., 
Cincinnati, and Transparent Ad- 
vertising Corp., New York. These 
two lines, in addition to others in 
the point of sales field, will be 
handled from Mr. Teague’s offices 
at 222 Kearny St., San Francisco. 
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Advertising Age, June 9, 1958 


Coming 
Cenventiens 


June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore. 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard Sci ol of 
Business Administration, Boston. 

June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

July 23-26. Advertising Age workshop 
on creativity in advertising. Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8 Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Piaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 9-11. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 


Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn, annual convention, Boca 


Raton Hotel and Club, Boca Raton, Fla. 
Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 
Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Hotpoint Names Wichman 

William C. Wichman has been 
named general manager of Hot- 
point Co., Chicago, a division of 
General Electric. He _ replaces 
John C. Sharp, president and gen- 
eral manager since 1952, who has 
retired. Mr. Wichman, a vp in the 
GE organization, joined GE in 1928, 
and was most recently general 
manager of General Electric Sup- 
ply Co., Bridgeport, Conn. 


Triangle Promotes Two 

Charles S. Elsesser has been pro- 
moted to business manager, and 
Albert W. Ferg has been named 
plant manager of the gravure di- 
vision of Triangle Publications 
Inc., Philadelphia, following the 
death of the former general man- 
ager, Clifford J. Murray, May 19. 


te 


Sullivan Joins Chirurg Co. 
Edward T. Sullivan, formerly 
with Al Paul Lefton Co., has been 
appointed radio-tv director of 
James Thomas Chirurg Co., Bos- 


ton. Mr. Sullivan, who will divide | Tiffany, Babbitt Sign Pact 
his time between Boston and the 
company’s New York office, re-|a five-year agreement with B. T. 
places Charles Harrell, who re-| Babbitt Inc., New York, whereby 
signed. 


| tribution, 
Tiffany & Co., New York, signed | promotion for Tiffany silver polish. 


| 
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sales, advertising and 
Brown & Butcher, New York, the 
Babbitt agency, will also handle 


Babbitt will handle national dis-| the silver polish. 


, is 


& SAN DIEGO: BILLION-DOLLAR MARKET 


With a total of $93,990,556 in 1957, San Diego ranks 24th among all the nation’s counties 


Agriculture is one of many strong points in San Diego’s 


in value of agricultural production. 


billion-dollar economy. Here is a lively, thriving, diversified market 
which has grown and prospered since California began. . 


Sell San Diego — the most rapidly expanding market on the Pacific Coast — 
through The San Diego Union and Evening Tribune. 84.4% readership . . . unduplicated. 


Los Angeles . . 


NE 
' "The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
. served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


Che San Diego Union ano EVENING TRIBUNE 


INC. 
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Business Papers Can Show Mettle in Business |‘ P8lishing business. His son, 
Lull, Leo Williams, New ABP Chairman, Says 


New York, June 3—Leo E. (for | succeed Saul Diamond who left to 


Edgar) Williams, advertising man- 
ager of Home Furnishings Daily 
and new chairman of Associated 
Business Publications, believes the 
current business lull offers busi- 
ness papers a greater opportunity 
than ever. He is frank to say that 
he is “bullish” on the potentials 
of business papers because they 
can offer advertisers a line of com- 
munications to dealers and dis- 
tributors that no other medium can. 
But top management has to be re- 
sold in new ways, he believes. 


s Mr. Williams has been in the 
business paper field since he left 
New York University, and joined 
Fairchild Publications in 1915 as 
a desk man on Women’s Wear 
Daily. He got the job, incidentally, 
by answering a want ad in the 
New York Times. For about five 
years he worked on the copy desk, 
and then moved over to the classi- 
fied advertising department. In 


re 


Leo Williams 


1920 he was made advertising man- 
ager of the company’s classified 
and directory departments. 

In 1930 Mr. Williams became ad- 
vertising manager of Retail Exec- 
utive, a weekly newspaper that 
grew out of Women’s Wear Daily. 
In 1931 the home furnishings serv- 
ice of Retail Executive became a 
separate publication—Retailing 
Home Furnishings, and Mr. Wil- 
liams was named advertising man- 
ager of both papers. 


@ In 1941, Retail Executive re- 
integrated with Women’s Wear 
Daily. The following year, Mr. Wil- 
liams was named advertising man- 
ager of the latter publication to 


Ps 


© erry HALL! 


When you want results you go 
tothe top executive. MAYO! 
AND MANAGER is the new 

. magazine that can help you 
“produce results in the 
municipal market by taking 
your sales message to the top 
—the mayors and city-managers —- 
in all U.S. cities of 1,200 
population and up. 


Here, you are able to 
successfully sell yo Yo ur products ~ 
WA advertising in MAYORAND | 
ANAGER, because its articles — 
and editorials go to the heart —~ 
of the municipal executive's 
problems and helps him solve 
them. At the same time 
mayor and city-manager alike 
see your products along 
with the sure to be discussed 
and quoted progressive, 


Peete, saree 


i modern ideas and methods 
} designed for him. If you want 
business in the municipal ai 


market, ask 7500 mayors and 
managers to sign the order, #, 


MAYOR AND MANAGER 


72 WEST 45th ST. N: Y. 36, NY. 
‘Murray Hill 2-6606 y 


Roe sae r : » Pe. % os tel ary 


join the Army. Mr. Williams also 
continued as ad manager of Retail- 
ing Home Furnishings, the job that 
he has held now continuously for 
28 years. 

His hobbies? Selling and pub- 
lishing, he says, although he does 
a good deal of general reading. He 
lives within four blocks of his of- 
fice, and most of his family is in 


| Milton L. Williams, 
| director of Fairchild Publications; 


assistant promotion manager of 
House Furnishings Directory, and 
his son-in-law, Harry Stern, is ad- 
vertising production manager of 
the New York Times. 


# Mr. Williams is active in the 
Brotherhood Council of Greenwich 
Village, an organization supported 
jointly by the Village Presbyterian 
Church and the Brotherhood Syn- 


is circulation | 


| 


his daughter, Mrs. Harry Stern, is| curricular time to it. He has also 


ogogue of Greenwich Village. Mr. | 
Williams is president of the latter 
and gives a good deal of his extra- 


been active during the past six 
or seven years in ABP, as chair- 
man of various committees and vp. 

He believes that business papers 
collectively should do more to sell 
the values of business publications 
to top management, and a good 
deal of his attention during the 
coming year, as chairman of ABP, 
will be given to further develop- 
ment of this activity. + 
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‘Life’ Boosts Annual Rate 

Life magazine has boosted its 
annual subscription rate $1 for 
subscribers in the U. S. and Can- 
ada. The new subscription rate of 
$7.75 follows a 5¢ increase in 
newsstand prices announced last 
October. 


Irving Wilson Joins Young TV 

Irving Wilson, former media 
buyer at Benton & Bowles, has 
joined the sales department of 
Young TV, New York, station rep- 
resentative. 


The (Media) Man from Cunningham & Walsh 


Newman H. McEvoy (featured on cover), 
veteran media director, describes his 
agency’s media organization and its 
buying philosophy. 


Read About Media and the Recession 


Pa 


Analysis of effect of sales downturn on 
media strategy, media buying; trends 
by product classification and by 
medium; forecast for balance of year. 


More Profits for Magazines? 

Kobak of J. K. Lasser & Co., knowl- 
edgeable regarding magazine finances, 
analyzes rising costs and declining net 
of major medium, interprets meaning 
of dilemma for media planners. 


" 
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Media/scope focuses editorially on 


media matters... and that’s all. 
IN THE JUNE ISSUE, OUT THIS WEEK: 


Check This Newspaper Buying Check-List 
age charts everything you 
ought to think of before buying news- 
paper space. Following issues cover 
spot radio and spot television. 


Tear-out 


Are Combination Rates Legal? 


Morton J. Simon, expert on legal 
aspects of advertising, examines recent 


decisions could be affected 


legal rulings; newspaper _— ees 


Program for Association of Buyers of Media 


Walter E. Botthof, 


publisher of 


Media/scope, offers a platform for the f) 
national association he proposed in the 


May issue. 


These—and a dozen other monthly features and regular departments 


—will interest you if you want helpful ideas about media. 


To subscribe, write Media/scope. Introductory rate, $2 per year 
(regular rate will be $3). 


serving the media-buying function 


published by Standard Rate & Data Service, In 


WALTER E. Borruor, Publisher 


1740 Ridge Ave., Evanston, Ill. 
420 Lexington Ave., New York 17, N. Y. MUrray Hill 9-6620 


HOllycourt 5-2400 


1709 West Eighth St., Los Angeles 17, Calif. DU 2-8576 
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Two Join KCBH-FM 
Jack Dalton and Martin Tallberg 


ecutives of KCBH-FM, Beverly | 


Hills. Mr. Dalton has been general 
manager of Palmer Institute of 
Authorship, Los Angeles. Mr. Tall- 
berg most recently was program 
director of KGEZ-TV, Kallispel, 
Mont. Bernard Goodman, sales 
manager of the station, has re- 
signed. 


P&G Buys Two on NBC-TV 


Procter & Gamble has purchased 


co-sponsorship of two new NBC- | Dairy Board Boosts Ad Budget | named Charles Bowes Advertising, 


TV half-hour daytime shows. 


days per week on “Today Is Ours” 
and four days per week on “From 
These Roots.” Benton & Bowles is 
the agency. 


Bacharach Joins McIntyre 

James S. Bacharach, formerly 
an account executive at Grant Ad- 
vertising, has joined O. E. McIn- 
tyre Inc., New York, in a similar 
post. 


An expanded budget of $500,000 


|state of California has been ap- 
| proved by the California Dairy In- 
dustry Advisory Board. The bulk 
|of the board’s funds are put into 
supplying educational materials to 
California schools. 


Charles Bowes Adds One 
American Savings & Loan Assn., 

Whittier, Cal., which has nine of- 

fices in Southern California, has 


|Los Angeles, its advertising and 
have been appointed account ex-| Starting July 1, the manufacturer|for the promotion of milk and/| public relations counsel. The for-| 
has ordered quarter hours three|other dairy products within the|mer agency was Pott-Ray & Asso- 


ciates. 


Allen Appoints Mojonnier 

John J. Mojonnier has been ap- 
pointed exec vp of Sander Allen 
Inc., Chicago. In his new post, Mr. 
Mojonnier will continue to serve 
as an account executive on the 
Velsicol Chemical Corp. account 
and will also head a new marketing 
services division. 


THE MEN AND WOMEN who decide where dollars will be invested—in time or space 
or both—get Media/scope. Your advertising in Media/scope is focused on 


advertising buyers, not on time-buyers alone or on space-buyers alone. 


FIFTEEN THOUSAND men and women receive Media/scope—8,000 connected with 


advertisers, 6,200 in agencies, 800 in miscellaneous categories. Media/scope 


offers concentrated coverage not only of personnel actively engaged 


in the selection and purchase of advertising space and time, 
but also of those who directly influence such selection. 


TO FOCUS YOUR ADVERTISING directly on advertising buyers—to achieve maximum 


effective coverage—to appear in a compatible editorial framework— 


advertise in Media/scope, the medium for media. 


(60% of Coffee, Tea 
Companies Reported 
Using Premiums 


New York, June 3—Three out 
of every five coffee roasters and tea 
packers are turning to premium 
promotions this year to boost sales 
—a near record—according to a 
survey conducted by Coffee & Tea 
Industries. 

The study also disclosed that 
companies are tending to use pre- 
miums more intensively and that 
they are avoiding premium deliv- 
ery which involves separate han- 
dling by food stores. 

More than 47% use mail delivery 
—from their own plants, premium 
suppliers or service companies—as 
compared with 40% in 1957. More 
of the companies (33%) are de- 
livering the premium with the 
package—either inside or attached 
to it—as compared with only 12% 
last year, the study disclosed. 

A trend to self liquidators is 
continuing with more than 52% of 
the companies reporting use of this 
type of premium. About 36% of 
the companies are using give- 
aways, according to the study. + 


Ross Roy Appoints Snell 

Charles J. Snell, creative group 
copy chief of Ross Roy Inc., 
Detroit, has been appointed an ac- 
count executive. He will supervise 
the Michigan Blue Cross-Blue 
Shield and Michigan Tourist Coun- 
cil accounts. 


Conn. Broadcasters Elect 
Julian Schwartz, general man- 
ager of WSTC, Stamford radio sta- 
tion, has been elected president 
of the Connecticut Broadcasters’ 
Assn., and Walter Johnson, gen- 
eral sales manager, WTIC-AM-TV, 
Hartford, has been elected vp. 


— STRAWBERRY | 
© JAM AD JUMPS) | 


“® SALES 16,000%!* 


*Houston’s Super-Valu stores 
S} averaged 12 jars a week of ak 
= Everbest jam, jumped to iy 
SS 1,920 jars for two weeks oS 
i following ad! And kept them 4 
moving at 480 jars since. 


ee New York 54, N.Y. 


i les Offices: Boston ¢ New York, e ‘ 
Chicago © Dallas oy 
San Francisco iar 
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for lease 3900 to 5000 SQ. FT. FLOORS 


A FEW SMALLER UNITS AVAILABLE 
ready fall 1958 


JULIEN J. STUDLEY, inc. 


y REAL ESTATE LEASING 342 MADISON AVENUE, N.Y.C. 


| OXrorv 7-7788 


WASHINGTON, June 3—The chair- 
/man of the Federal Communica- 
|tions Commission told a Senate 


|committee last week that usable 
|tv signals are available now to 
over 90% of the nation’s popu- 
lation, but he added that the 
bromprpeey still does not know 
/how to get around the shortage of 


|channels in most markets. 


* Ratings are based on one “‘live” broadca 


st during the week of May 1-7, 1958. 


As the committee opened a new 
hearing on tv’s allocations prob- 
jlems, FCC Chairman John Doerfer 
testified that efforts to encourage 
use of the uhf band through 


} 


selective de-intermixture have 
lyielded only limited results and 
|hold little promise for the future. 


Radio Programs with Adult Appeal 


WJR knows that adults are the folks who buy 
products. This little nugget of wisdom seems to have 
escaped many radio stations. WJR also knows that 
if you want adult listeners you must feature pro- 
grams with adult appeal—instead of just spinning 
records hour-after-hour-after-hour. To please adult 
tastes WJR specializes in programs that are informa- 
tive, educational and entertaining. To further please 
adults, WJR emphasizes “‘live’’ programs. This, of 
course, requires writers, directors, producers, news, 
farm, sports and women’s editors, well-known 


VW A ey DETROIT 


50,000 WATTS CBS 


Radio Programs vith Aduit Appeal 


personalities— in fact, a whole slew of talented people 
who are expensive—but not too expensive for WJR. 


It’s obvious that adult-programming pays off. The 
important question is ““How much does it pay off?’ 
The facts are found in a survey conducted by Alfred 
Politz Research, Inc. Facts that will interest every- 
one with a product or service to sell in this area. 
Why not sit down with your nearest Henry I. 
Christal man and see for yourself why WJR is the 
No. 1 radio station in the Detroit-Great Lakes area, 
the fifth richest market in America! 


We like adults because they’ve got money to spend. 
They like us because we've got programs designed for them. 


He indicated FCC is still hopeful 
that tv can eventually shift to the 
uhf band, but he said there is no 
possibility of reaching a decision 
on this proposal until the indus- 
trywide television allocations study 
group completes technical studies 
which have been under way for 
the past 12 months. 


= Once these studies are com- 
pleted, Chairman Doerfer said, 
FCC will have for the first time 
accurate engineering information 
showing the performance of uhf 
stations. 

Meanwhile, he stated his per- 
sonal misgivings about uhf, point- 
ing out that a uhf station covers 
only half the area that a vhf 
station reaches. He said the sub- 
stitution of uhf for vhf in estab- 
lished markets inevitably deprives 
fringe area viewers of service. 

His testimony drew sharp ques- 
tioning from Kenneth Cox, special 
counsel for the committee, who 
has returned from Seattle to con- 
duct the allocations hearing. He 
will also conduct a hearing this 
week on a bill sponsored by Sen. 
John Bricker (R., O.) which re- 
quires networks to obtain licenses 


from FCC. 


|@ Reviewing the de-intermixture 
steps taken by FCC, the committee 
counsel pointed out that FCC is- 
sued orders which tended to 
eliminate uhf in six major mar- 
kets, including New Orleans, Mi- 
ami, and Albany-Troy-Schenecta- 


dy. He commented there was less 
incentive to make uhf sets and 
transmitters than before the com- 
;mission started its de-intermix- 
|ture program. 

| He also asked Chairman Doer- 
|fer whether uhf coverage wouldn’t 
|be improved ‘if the commission 
insisted that stations operate with 
full power. 

In addition to 504 commercial 
and 31 educational tv stations in 
325 communities, Chairman Doer- 
fer said there are at least 550 
community antenna systems and 
1,000 repeater or booster trans- 
mitters bringing service to 2,000,- 
000 homes which are beyond the 
reach of a regular tv station. # 


Industrial Publications 
Names Parshall, Skodon VPs 
J. W. Parshall has been elected 
a vp of Industrial Publications, 
Chicago publisher of Building Sup- 
ply News, Practical Builder and 
other building industry magazines. 
Mr. Parshall joined the editorial 
staff of BSN in 1937 and was 
named executive editor in 1948. At 
the same time, John M. Skodon, 
with the publisher for 35 years, 
was also named a vp. Mr. Skodon 
has been printing manager since 
1950. 


Dernocoeur to Wentzel Agency 

James A. Dernocoeur, formerly 
branch ad manager for Norge 
Chicago Corp., has joined Wentzel, 
Wainwright, Poister & Poore, Chi- 
cago, as an account executive on 
the agency’s contact staff. 


Dairy Names Dawson & Turner 

Sunshine Dairy, Portland, Ore., 
has named Dawson & Turner, Port- 
land, to handle its advertising. 
There is no previous agency of 
record. 
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SOOTHING—Church & Dwight Co. 
will kick off the third summer pro- 
motion of its Arm & Hammer bak- 
ing soda as a treatment for skin 
irritations with this ad in Life, 
June 24. J. Walter Thompson Co., 
New York, is the agency. 


Machines Will Aid, 
Not Replace, Space 
Salesmen: Bresnahan 


Cuicaco, June 3—Mechanical 
“brains” like Remington Rand’s 
Univac could never replace trade 
publication space salesmen, but 
they could free him from a lot of 
statistical drudgery and give him 
more time for selling, the Chicago 
Dotted Line Club was told yester- 
day. 

Bill Bresnahan, assistant branch 


manager of Remington Rand’s 
Univac division in Chicago, said 
that machines can quickly and eas- 
ily correlate for sales use much of 
the circulation, market and other 
data publishers use to sell adver- 
tising. 

But he emphasized that machines | 
can only bring human ideas into | 
focus, that they can safely handle 
only quantitative data. For quali-| 
tative factors, he said, human judg- | 
ment will probably always be re-| 
quired. And the selling job always | 
requires a salesman, he added. 

Instead of even partially replac- 
ing the salesman, Mr. Bresnahan | 
said, such machines will require 
more and better salesmen to make 
maximum use of the time and in- 
formation provided by the ma- 
chine. 


@ The club elected Hilmer Stark 
of Billboard Publishing Co. as its 
1958-59 president, succeeding John 
Rodgers Jr. of McGraw-Hill Pub- 
lishing Co. Also elected for 1958- 
59 terms were David T. Kenney, 
Oil & Gas Journal, 1st vp and pro- 
gram chairman; William A. Gra- 
ham, American Metal Market, 2nd 
vp and publicity chairman, and 
Allen Schildhammer, Air Condi- 
tioning & Refrigeration News, sec- 
retary-treasurer. + 


Purity Names Royker A.M. 

Karl H. Royker, former retail ad 
consultant with Safeway Stores’ 
central advertising division, has 
been named advertising manager 
of Purity Stores Ltd. He succeeds 
Wayne Durfey, who was shifted to 
the position of grocery merchan- 
dising manager for Purity. 


Lionel 
does 


an! 
See page 90 
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Base today’s marketing decisions on 


Facts 


... current, accurate, on-the-spot information that 
only Western Union Survey Service can get for you 
fast, and at attractively low cost. 


Whenever you want to ask questions, check facts, 
or gather information, simply provide Western 
Union with your questions, sample to be surveyed, 
where and when. Experienced interviewers, 
in 1671 offices coast-to-coast, will get the answers 
for your analysis on anything you want to 
know quickly, impartially, dependably . . . in one 


or many markets. 


Get full information at no cost or obligation—fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New York 


SURVEY , 
SERVICE | 


Put trained personnel in 1671 Western Union offices to work for you! 
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Philco Equals ‘57 


Budget Despite 
‘58 Sales Drop 


(Continued from Page 2) 
screen is separate from the chas- | 


sis. Also introduced was a new 
brief-case-size portable line. 


® Philco plans to begin national 
consumer advertising on its new 
tv, radio and hi-fi lines about 
mid-July, about two months ear- 
lier than usual. Mr. Skinner said 
the company plans to “put every 
dime it can find” into promoting | 
the new lines. 
Before announcing the new 
lines, Mr. Skinner said he felt the 
second quarter would be better 
than the first for Philco, but that 
they will not break into the black 
until June. The second half, how- 
ever, looks better than the first 
six months due mainly to the new 
tv line. Helping the improved pic- 
ture, he said, will be increased 
government business as well as a 
new laundry line which will be 
introduced this summer. 


@ Under the reorganization, the 
marketing department, headed by 
Henry E. Bowes, vp, will be re- 
sponsible for the sales, merchan- 
dising, promotional activity, ad- 
vertising, service and distribution 
of all Philco consumer goods. John 
A. Rishel Jr., formerly general 
manager of the refrigeration de- 
partment, was named manager of| 
marketing. Gibson B. Kennedy, | 
formerly sales manager of the tv) 
division, is general sales manager | 
of all consumer products. 

James J. Shallow, formerly gen- | 
eral manager of the home radio | 
division, is the new general man- 
ager of merchandising for the| 
marketing department. + 


Moxie Signs Ted Williams | 

Moxie Co., Needham Heights, 
Mass., maker of soft drinks, has 
appointed Red Sox star Ted Wil-| 
liams as “sales promotion manag- 
er.” His role as a company officer 
will mainly be to lend his name| 
to promotion of Moxie’s and Ted’s | 
root beer. The latter will be in-| 
troduced in the New England mar-_| 
ket beginning June 8 with the aid) 
of a $50,000 radio, newspaper and 


outdoor push. | 


— 
“Recession” orDepression,” | 
Church Construction Market 
Continues B-1-G 


Take Toledo, for example. Most 
denominations there report fi- 
nancial support is better in ’58 
than in °57. Couple this with 
population increases, the move 
to Suburbia, the fact that many } 
churches are beyond economical 
repair. [t adds up to a big church 
construction and equipment } 
budget this year, and an esti- 
mated $9 billion spread over the 
next ten. Who controls the 
purse strings? In the Protestant | 
Church, they rest in the com- 
bined hands of pastor, church 
architect, church board and com- 
mittee heads. That’s why YOUR 
CHURCH (read by over 200,000 
pastors, over 1,000 church archi- 
tects) backed by THE LEAD- 
ERS’ GROUP (an unduplicated 
circulation of over 600,000 lay 
leaders) leads the field in reach- 
ing the decision-making group in 
the growing Protestant Church 
construction market! 


Interested in an appraisal of the erpan- 
ding Protestant Church baiding and e- 
quipment market? Just wrile for the 
market report, “Churches From Coast to 
Coast”. 


ALLAN E. SHUBERT CO. 


70! Hamilton Court Bldg. 


—_— 
Pa == 
INITIALED—A personalized barbecue fork is being offered by Orange- 


Crush Co. in this streamer for point of purchase use. The premium 
is available for 50¢ and a coupon from each six-bottle pack. 


% Philadelphia 4, Pa. 
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Surface Combustion Corp. 


AIR CONDITIONING 
Agency: Beeson-Reichart, Inc, 
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ACTION IN BUSINESS 


HOW’S BUSINESS? HOW WAS YOUR FIRST 
HALF OF 1958? These are questions being asked 
wherever businessmen meet today. Just about everyone 
agrees that business has been tougher to get—has re- 
quired harder work. And that situation has produced 
new business for Nation’s Business, the all business 
magazine. Illustrated above are just a few of the 47 


GENERAL @@ ELECTRIC 


FLUORESCENT LAMPS 
Agency: Batten, B 


Agency: Webb Associates, Inc. 


‘Network Brass 
‘Responsible for TV 


Pap, Weaver Claims 


(Continued from Page 2) 
| afraid that I must point the finger 
at the managements of the tele- 
| vision networks.” 


s Mr. Weaver, who pushed 
\through a great many program- 
ming and selling innovations dur- 
ing his regime at NBC, went into 
business for himself after leaving 
the network a couple of years ago. 
He now is radio-tv consultant to 
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| Kaiser Industries. He also has had 
|a hand in the production of a 
| couple of ABC-TV shows—‘*Make 
Me Laugh,” which fades soon, and 
\““Mad Show,” a new variety hour 
'that may bow in the fall. 

| Mr. Weaver emphasized that it 
‘is up to the networks to provide 
program balance. He denied that 
|all advertisers are searching for 
|bland things and said it has been 
| proven that sponsors will buy ex- 
perimental television and back 
controversial programs. 

As an example he cited the case 
|of Ed Murrow’s “See It Now,” 
| which ran on Tuesday nights on 
|CBS for a couple of years on a 


arton, Durstine & Osborn, Inc. 


: AIRFLEETS OF BUSINESS 
gency: Associated Advertising Agency, Inc. 
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results when you advertise to business and industry in 
u y ry ing 
NOW’S THE TIME FOR ACTION — NOW'S THE NA 
TIME FOR NATION’S BUSINESS. Use this hard- OF 
working magazine to get maximum profit from your leac 
hard-working dollars. Nation’s Business is edited for the in 
mature, experienced executives who own America’s wh« 
business and industry. They are motivated as only men acti 
can be who have all to gain or all to lose. These are the up 
men who have the final say; make the big decisions; take 


NEW advertisers who have turned to Nation’s Business 
for more business! 


then take action. 
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sponsored basis. 

Mr. Wallace—‘“And is no longer 
there.” 

Mr. Weaver—‘But why?” 


|game show after another.” | throw them some bones on Sunday 
Mr. Weaver argued that it is| afternoon, and that’s good enough 
good business to program with so- | for them.” 
cial responsibility in mind. He| What changes does he expect? 
Mr. Wallace—“That’s what I/| warned that over-concentration on 1. An eventual change in the! 
would like to know.” shows that will get “just a rat-| managements that have brought | 
Mr. Weaver—“I just can’t be-|ing” is driving occasional viewers | tv to its present state. | : 
lieve that there wasn’t a solution,| away from the sets. 2. Increased competition from | (Continued from Page 2) 
a more intelligent solution than Mr. Weaver said the industry | other sources—such as pay tv, | promotion program. In 1955, the 
putting him on Sunday afternoon | must have innovations and new | theaters and other program distri- | company’s corrugated steel build- 
once a month.” sales patterns for advertisers and| bution services. * ing was the only steel structure 
The ex-telecaster, ex-agency | not be content with reverting to the | which withstood an atomic blast 
man and ex-advertiser flayed tv old radio formula. He predicted! Morris Joins Heintz & Co. 'during a test in Nevada. In that 
for trying to solve its problems “by | that changes will be forced on the Harry W. Morris, for the last| same year, Reader’s Digest carried 
letting (television) become the networks if they lock up the tv| eight years 
jukebox in the corner of the room set and say: “Okay, so many west-|in San Francisco, has 
to keep the kids quiet and piling  erns, so many crime shows, news | Heintz & Co., San Francisco, 
on one crime or western show or in station option time, and we’ll| account executive. 


joined|in the small town of Columbus, 
as an/ and devoted half the space to the 
| Behlen success story. 
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Marlite 


Marsh Wall Products, tnc 


WALLS AND CEILINGS 
Agency: Howard Swink Ady Agency, Inc 


Po Jima n GYPSUM 


TRAVEL BY PULLMAN zs 
Agency: Mack arland, aveyard & Comp: 


ACOUSTONE CEILING 


Agency: Fulton, Morrissey Company 
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ADVERTISING HEADQUARTERS: 
711 Third Ave. at 44th St., New York 17, N.Y. 


NATION’S BUSINESS ADVERTISERS HAVE PROOF 
OF ACTION. They are getting inquiries. Picking up sales 
leads. Closing the big ones. They are selling business owners 
in manufacturing, banking, construction, transportation, 
wholesaling, retailing, communication. By getting more 
action Nation’s Business is getting more advertisers; linage 
up 40% the past two years. Now’s the time for YOU to 
take this action—put Nation’s Business to work this second 
half to finish *58 first rate! 


EDITED FOR AMERICA’S 
OWNERSHIP-MOTIVATED 
BUSINESS EXECUTIVES 


780,000 PAID CIRCULATION 


including 700,000 ownership-motivated 
business executives who have personal 
subscriptions and 80,000 business- 
members of the National Chamber of 
Commerce. 


head of his own agency |a story on the thriving industries | 
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Ads ‘Educated’ Farmers So Well 
Behlen Has Order-Backlog Problem 


Ad campaigns have also been 
successful. In 1956 Behlen began 
a series of spreads called “report- 
er” ads. H. V. Kaltenborn, Alex 
Dreier and Lloyd Burlingham, ra- 
dio and tv news commentators, 
were used in the ads to report on 
operations on farms which used 
| Behlen equipment. Further pub- 
licity came when Mr. Kaltenborn 
devoted one of his syndicated col- 
umns to information he gained on 
his farm tour. 


s In 1956 Behlen introduced “Rus- 
ty the Rust Bug,” a saw-jawed 
cartoon character who was frus- 
trated in his attempts to destroy 
the company’s steel corn cribs in 
cartoon-type ads. 

This year, Mr. Warner said, the 
company is using farm publica- 
tions plus NBC news programs for 
the bulk of its advertising. Beh- 
len’s power steering unit for trac- 
tors is advertised through indus- 
trial publications. A schedule of 
Wall Street Journal ads for the 
company’s steel buildings has been 
delayed, Mr. Warner added, due to 
the backlog of orders already on 
hand. 

The company has spent from 
2.5% to 6% of its sales on adver- 
tising, Mr. Warner said, with this 
| year’s budget running about 3.3% 
of anticipated sales. That’s about 
twice the industry average, he 
| said. 

Potts-Woodbury, Kansas City, 
| is the Behlen agency. Bob Sanford 
|is the account executive. # 


Huppertz to Merrill, McEnroe 
Mary E. Huppertz, formerly a 
vp in the Chicago office of Rogers 
& Smith, has joined Merrill, Mc- 
Enroe & Associates, Chicago, as vp. 


NATIONAL 
LIVE STOCK 
PRODUCER 
DELIVERS 


america’s richest 
farm market... 
to its advertisers 


THE $10 BILLION 
DOLLAR 

LIVE STOCK 
FARM MARKET! 


The pages of NATIONAL 
LIVE STOCK PRODUCER 
are a dynamic, persuasive 
“shopping center’ for the 
live stock farmer. He con- 
sistently buys more than 
the average farmer and 
here's proof! 


As an average, on any of 
our 1,000 live stock farms, 
you'll see: 

@ 2,370 Tractors 

@ 1,116 Trucks 

@ 1,700 Automobiles 


Compare this with 1,000 
average VU. S. Census 
farms, where you'll see: 
@ 909 Tractors 

@ 565 Trucks 

@ 892 Automobiles 
Obviously, the farm mar- 
ket to sell is the farm 
market you reach in 


NATIONAL 
LIVE STOCK 
PRODUCER 


| 
| 129 N. Clark Street 
Chicago 2, Illinois 


Phone: CEntral 6-2068 


the live stock farmer . . . 
the prosperous 14.5% of the 
nation’s farmers . . . earns 
25% of the national farm 
income. 
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REVIEW 


OF THE 
WEEK 


Spencer 


TT 


Czufin Hauser 


AT HOME—Shown here are Gardner Advertising Co. executives and 
staff members in the agency’s newly remodeled offices in St. Louis. 


At left, Jane Hauser, office manager, confers with William L. Spencer, 
creative director, and Rudolf Czufin, executive art director. At the 


Cox Alderson Houser 


HONORED—Reavis Cox, chairman of the marketing department of the 
University of Pennsylvania’s Wharton School, and Theodore V. 
Houser, retired board chairman of Sears, Roebuck & Co., are the 
recipients of the Parlin Memorial Award presented annually by the 
Philadelphia chapter of the American Marketing Assn. for distin- 
guished achievement in the field of marketing. Wroe Alderson, head 
of Alderson Associates and chairman of the Parlin board of gover- 
nors, presented the awards (AA, June 2). 


Apples get such loving care 
in Beech-Nut Babyland! 


= 


a 


Beech Nut—the moat balled fd in the ened 


APPLE POLISHERS—This color ad, ap- 


PEARLS—Textured Yarn Co. uses an 
“oyster shell” to introduce the first 
Tycora yarn panties. The “Pearl of 
Tycora” panties are made by Bay- 
shore Mfg. Co., Bay City, Mich., 
and will retail for $1.95 a pair. 
Delivery is scheduled for July and 
August. 


pearing for Beech-Nut in June Allen de St. Maurice Spitz 


newspaper supplements and baby 

books, is part of a new “Baby- 

land” campaign. Young & Rubi- 
cam, New York, is the agency. 


METAMORPHOSIS—It’s the same girl, by name of Troy- 
anne Ross, in these stills from a tv commercial for 


ON THEIR WAY—Principals of San Franciso’s newest agency, Allen 

de St. Maurice & Spitz (AA, June 2), are shown here. They are Fran- 

cis F. Allen, president; Craig Spitz, exec vp, and Edward de St. Mau- 
rice, vp and art and production director. 


Roberson’s BIG Beverages, Washington, N.C. Wal- 
ter J. Klein Co., Charlotte, is the agency. 
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Stafford Claggett Marshutz Gardner 


right, top executives are seen in the reception room. They are 
Charles E. Claggett, president; Elmer G. Marshutz, chairman, and 
Herbert S. Gardner, secretary-treasurer. The receptionist is Shirley 
Stafford. 


Barfuss Williams Petree Felder 
ELECTED—LeRoy Barfuss, Wetmore & Co., has been elected president 
of the new Houston Art Directors’ Club. Other new officers are 
Tom Felder, Rives-Dyke & Co., vp; Mary Petree, Norton Ditto Co., 

secretary, and Lew Williams, A. S. Black Inc., treasurer. 


doe 
Baik i 8 


Bed Be 


set Mindat dean on ct ee 
eee 


ht i hae 
iB: 


itpctiaonn net itty te em 


ae ee Sp! 


= + . ? * ~~ 
BPG ap PAE 1B BEA ey 


Se 


er 
ih sate Ed 


Meredith Chesley Loebel Freeman Merkle 
CORONATION—Harry W. Chesley Jr., president of D’Arcy Advertising 
Co., St. Louis, crowns Marge Loebel of the agency’s art department 
“Miss D’Arcy of 1958.” Looking on are runners-up Billie Meredith, 
Vici Rogers, Carol Freeman and Joan Merkle. Miss Loebel will 
represent D’Arcy in the St. Louis Junior Advertising Club’s annual 
“Miss St. Louis Advertising” contest. 


Rogers 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 
localized editing. (THIS is 
more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local 
prices, terms or down pay- 
ments is just one phase of 
STRAIGHT-LINE Adver- 
tising. Nothing helps close a 
sale like the point-of-sale 
facts that tell a farmer how 
he may buy. We can strip in 
your Pennsylvania prices and 
selling data. No bother about 
plate changes because of our 
gravure printing. Here is 
sharp, new advertising im- 
pact without straining your 
budget! 


Bic STR AIGHT-= 


balance 
in small 
monthly 


LINE Advertising 
to sell more 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Edited by Pennsylvanians 
for Pennsylvania farm conditions and problems. All 
articles are timely and fresh, reach readers twice each 
month with up-to-date farm know-how. Sparks and 
serves the interests of Pennsylvania farmers in more 
efficient farming. 


STRAIGHT-LINE Coverage supplies your direct chan- 
nel to an active market — Through Pennsylvania 
Farmer your advertising gets preferred attention in 9 
out of 10 Pennsylvania farm homes. And, when Penn- 
sylvania farmers are well sold, they can buy! Income 
is big and steady — year ’round. Pennsylvania is a 
top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 


who talk regularly with your local state management — 
distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. We 
will arrange for an action photo of your product in use in 
Pennsylvania, with brief testimonial if desired. The pic- 
ture can be stripped into your advertisement quickly at 
no extra cost. 


Plus No. 3 — Local Prices or Terms or Down Payments. 
(Described at top of this ad.) 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Pennsylvania distribu- 
tors, dealers or agents. No costly plate changes involved. 


Plus No. 5— Local Coupon Addresses. At little or no 
cost, we can insert the name of your Pennsylvania sales 
office for fast selling action. 


Send for this booklet — a full story on ‘“STRAIGHT-LINE Advertising.” 


This new brochure may give you just the right idea for a welcome lift in your advertising 
and sales in rural Pennsylvania. You'll want to have this valuable reference on the real 
advantages of our gravure printing flexibility — which makes possible STRAIGHT-LINE 
Advertising. Here is new penetration with localized advertising, test campaigns, full color. 


All at great savings. Write! 


PENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 


STRAIGHT-LINE Advertising Service available also in The OHIO FARMER and MICHIGAN FARMER 
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Agency Shakeup Follows Martin 


Revson's Exit as Revlon Exec VP 


(Continued from Page 1) 
Mist shifted from Mogul to La- 
Roche, as well as billing for a new 
Garry Moore variety show going 
on this fall. 


® New products given to LaRoche 
and W&L, the latter also getting | 
“Bid ’n Buy,” a new quiz show. 

George Abrams, vp-advertising, 
explained the realignment: 

“We went through our products | 
brand by brand and evaluated the | 
performances of the agencies and | 
the sales of the products and as a 
result of this made our selections.” | 

Besides Silicare and Clean &| 
Clear, Warwick & Legler now 
handles lipstick, Futurama cases, 
nail enamel, manicuring products | 
and implements, Touch & Glow 
and Christmas gift packs. The Sil- 
icare acquisition is thought to 
involve about $1,000,000 in bill- 
ings. 

Mogul is figured to have 
dropped about $200,000, gained 
some $2,000,000. Observers esti- 
mate that 40% of the agency’s 
billings is now in products for 
Revlon and its Knomark subsidi- 
ary (Esquire, Scuff Kote and oth- 
er polishes), which Mogul han- 
dled before it was purchased by | 
Revlon last fall. 

In the shop now are Top Brass, | 
which went national in March, Hi/| 
& Dri deodorant, going national 
next month, Aquamarine lotion 
and Home Beautiful room deodor- 
ant. 


® Dowd, Redfield & Johnstone 
says the Silicare business was 
worth some $700,000 and that it 
retains about $1,200,000 in Revlon 
advertising, including Baby Sili- 
care, Thin Down, Sun Bath and 
High Gloss. 

LaRoche’s Satin Set loss is 


| distribution, not to mention three 


| but sources at CBS say the second 
turned out to be worse than the | 


pegged at around $1,000,000. The 
agency retains Love Pat, the Inti- 
mate line of fragrances, Moon 
Drops and cosmetic treatment) 
items, plus the two unnamed new | 
products and Silken Net and Aqua- | 
Spray Mist acquired from Mogul. 
Aside from the company’s offi- 
cial explanation for the changes, 
there is some thought that the 
brand realignment may be Rev- 
lon’s new way of dropping agen- 
cies, instead of firing them as it 
has in its previous torrid rela- 
tionships. At DR&J, this sugges- | 


tion was resisted and the agency | 
said that “naturally” it hopes to 
regain the lost Revlon billings, 
and at LaRoche no one seemed 
aware this might be a new way to 


| ABC. This 


serve notice. 

Although total figures belie it, | 
there are signs that—for the first | 
time in its three-year history as a} 
public corporation and one of the 
few times in its entire 26 years of 
business—sales of Revlon cosmet- 
ics are slipping. 

For the first quarter of 1958, 
sales are reported at $25,011,000, 
compared with $23,503,000 in the 
first quarter of 1957. The unaudit- 
ed net is a very healthy $2,235,- 
000, up $200,000 from the 1957 
quarter and equal to 84¢ a share 
in both quarters. But the figures 
are not strictly comparable be- 
cause since last Nov. 22 they in- 
clude the consolidated statements 
of Knomark Mfg. Co. subsidiary, 
leader in the shoe polish business. 

Revlon considers a breakdown 
on Knomark sales as unavailable 
as next year’s campaigns, but 
they are estimated to be between 
$15,000,000 and $20,000,000 last 
year. On a quarterly basis, this 
implies that Revlon sales for the 
first quarter of 1958 should have 
gone up roughly $4,000,000 in- 
stead of $2,500,000, just to keep 
pace with last year’s volume. 


= It’s no secret that much of Rev- 


lon’s success may be laid to 


{new product introductions. Ap- | 


proximately 50% of the $95,000,- 
000 business done in 1957 came 
from products developed and in-| 
troduced since 1950. Last year| 
alone, at least nine new products 


| were marketed. So far this vod 


an equal number will be intro- 
duced or expanded into national 


new. medical items which the 
Thayer Laboratories division 
plans to market as well. 

But some trade observers ques- 
tion how many products make 
“too many products” backing up 
into each other. And they say 
Revion is now fighting to main- 
tain the terrific volume of the 
past few years. 


Complicating the battle is the 
company’s current television 
straitjacket. | 


® Revlon, which set the tv world 
off on a giveaway revival with 
the sensational “$64,000 Question” 
in the summer of 1955, has been 
having a less spectacular time as 
a tv sponsor lately. 

Lost in an epidemic of money 
and prize shows—some of which 
make $64,000 sound like small 
pickings—the “Question” no long- 
er has the magic rating formula. 
The last Nielsen average audi- 
ence rating for two weeks in 
April was 22.1, compared with 
38.9 for the comparable period in 
1957. The show is set to go off the 
air soon to make way for a new 
quizzer by the same packager, En- 
tertainment Productions. The new 
one is called “Bid ’n Buy.” Two 
pilots have already been made, 


| 


first. At presstime the show doc- 
tors were still at work. 


Charles 


Martin 


Joseph 


THE BROTHERS REVSON—In happier days, the Revson brothers worked 
together on House of Revlon Inc. business. Martin, exec vp, quit this 


week. Joseph, formerly board chairman, is retired. Charles remains a 


as president. 


Lachman $100,000 as director and 
senior vp. 

As of this past March, Martin 
owned nearly 16% of Revlion’s 
voting trust stock; Mr. Lachman 
36% and Charles Revson 49%. 
Martin’s total Revlon holdings are 
estimated to be worth more than 
$7,000,000; Charles’ upwards of 
$21,000,000, and Mr. Lachman 
more than $15,000,000. 


s The Revlon stock issue, in De- 
cember, 1955, turned into one of 
those “gold-mine” deals Wall 
Streeters dream about. 

The stock was originally offered 
at $12, opened at $15 on the first 


the end of the month and by June, 
1956, when a two-for-one stock 
split took place, it was over the $50 
mark—more than four times the 
offering price in about six months. 
The stock has slid somewhat in re- 
cent months, but is still selling at 
about $30 (split-version). 

Charles Revson is the sole trus- 
tee of a voting trust by which the 
company is operated, representing 


|55% of all voting shares. Under 


1955 agreement he was bound to 
vote for Martin and Mr. Lachman 
as directors but was free to exer- 


Present plans call for “Ques- 
tion” to return in the fall in the 
time period currently occupied by 
the show that a great many peo- 


ple think helped to shorten the| 


life of “Question”’—that is the 
“$64,000 Challenge.” When “Ques- 
tion” returns, it will be co-spon- 
sored by Lorillard. 


= The cosmetics company’s other 
major entry into the 1957-58 net- 
work tv sweepstakes was the film 
series, “Walter Winchell File’ on 
one generally rated 


| third in its time period and ended 


its run March 28, as soon as con- 
tractually possible. 

Looking to the coming season, 
Revion has bought a_ half-hour 
weekly on Garry Moore’s new 
nighttime variety telecast on CBS. 

Add to this over-all sales and 
promotion situation the fact that 
Martin Revson was the kingpin in 
charge of sales and advertising 
and a picture begins to emerge of 
what the Martin vs. Charles con- 
flict may have involved. Although 
down through the years, it re- 
portedly has taken much less for 
the Revson temperaments to 
clash, and they have done so pe- 
riodically. 

Undisputably, Charles has been 
the boss of Revlon since its found- 
ing in 1932. Martin joined three 
years later, but apparently played 
a secondary role until Revion be- 
came public. In its first prospec- 
tus, Revlon noted three officers 
with earnings of more than $100,- 
000 in 1954: Charles and Joseph 
Revson (now retired) and senior 
vp Charles R. Lachman (the “L” 
in Revlon), each with $105,204. As 
vp in charge of sales and adver- 
tising, Martin received $67,252 in 
salary and a $30,000 bonus. 


s Last year Martin § received 
$160,000 as director and exec vp 
(posts to which he was named in 
October, 1955), Charles $230,000 
as director and president, and Mr. 


| cise his own judgment about any 
| other director-nominees. Martin 
|presumably is now out of that 
picture. 

| Between them, the Revsons ran 
|a company described hy one ob- 
server as “insanely particular” 
about advertising. They would toss 
| back proof after proof because the 
|color shade was not exact. Yet, 
|perversely, they would not show 
|any interest at all in what model 
|was used for a $10,000 television 
commercial or a four-color spread 
|until after it was produced, and 
then they would tell the agency to 
do it again because the model 
| wasn’t right. 

| One veteran of Revson roulette 
commented recently: “Breaking 
into the agency business on the 
Revion account is like taking basic 
training at Omaha Beach.” 


= Martin battled with Life and 
Ladies’ Home Journal because 
they refused to guarantee an 
up front position. Revlon still 
doesn’t use LHJ for that reason. 
To a Life salesman assigned a 
camping post in his office, Martin 
once exploded: 

“Who needs Life?,” and tossed 
the magazine right out the win- 
dow. This was a typical gesture 
for the extroverted, animated Mar- 
tin, a contrast with the introvert, 
usually soto-voiced and frequent- 
ly suspicious Charles. Describing 
him, one agency man said recent- 
ly: “If he smiles, you know you’re 
gone.” 


s It was no wonder that the two 
cosmetics business wizards gen- 
erated sparks which finally set off 
the explosion. And if their person- 
ality conflicts were not enough, 
there were reports that Charles 
was being pressured to make 
Martin president, while he moved 
up to chairman; not a few Revion 
associates were puzzled when the 
first of the year rolled by and no 
changes were announced, + 


day of trading, was over $20 by) 


Everything's Rosy 
Despite Partners’ 
Defection, Gore Says 


NEw York, June 3—Back from 
a three-week trip to Europe, 
Chester A. Gore, president of 
Gore Smith Greenland Inc., said 
today his agency remains in good 
shape, despite the defection of his 
two partners, Martin L. Smith and 
Leo Greenland. 

Messrs. Smith and Greenland 
announced two weeks ago that 
they were setting up shop as 
Smith/Greenland Co. (AA, May 
26). 

Mr. Gore reported that he has 
gotten increased appropriations 
for Bardinet brandy, Grand Mar- 
nier liqueur and Standard-Tri- 
umph Motor Co. He claimed that 
his agency today is “two and one- 
half times” larger than it was 
prior to the Greenland-Smith af- 
filiations. 


= He added that he has no imme- 
diate plans for changing the name 
of the agency. 

The two principal accounts that 
departed with Messrs. Smith and 


and Emerson Radio & Phono- 
graph. 

Gore Smith Greenland Inc. re- 
ported billings of $3,112,000 in 
1957 (AA, Feb. 24). 

Both agencies continue to occu- 
py quarters at 420 Madison Ave. + 


of N.Y. Financial Advertisers 
Kermit W. Schweitheim, assist- 


Chase Manhattan 
Bank, has been 
named president 
of the New York 


Financial Adver- 
tisers. 
He succeeds 


bridge, who has 
resigned as pub- 
lic relations di- 
rector of the Na- 
tional Assn. of 
Mutual Savings 
Banks to become exec vp of Cen- 
tral Savings Bank, Baltimore. 


K. W. Schweitheim 


Frito Acquires Crispie Co. 
Frito Co., Dallas, manufacturer 
of corn chips, has agreed on a pur- 
chase price for the Crispie Potato 
Chip Co., Stockton, Cal. Price was 
not announced. The sale will be 
effective June 15. In March, Frito 
acquired Nicolay-Dancey Inc., De- 
-troit, maker of New Era potato 
chips, in a $4,000,000 stock ex- 
change deal (AA, April 7). 


S.F. PRSA Elects Shea 

James G. Shea, general public 
relations manager of the Southern 
Pacific Railroad, has been elected 
president of the San Francisco Bay 
Area chapter of the Public Rela- 
tions Society of America. 


Metcalf Joins LaRoche 

Nelson Metcalf, formerly with 
Lennen & Newell, has joined C. 
J. LaRoche & Co., New York, as a 
vp and manager of the copy de- 


partment, a new position. 


Greenland were Seabrook Farms | 


Schweitheim Elected President 


ant vp in charge of advertising, | 


Jason W. Stock-| 
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|'Tacoma TV Station 
‘Loses CBS, Sues New 


Outlet and Network 


Tacoma, June 4—Columbia 
|Broadcasting System, New York, 
and Queen City Broadcasting Co., 
|Seattle, operator of KIRO radio 
land tv outlets, have been sued by 
the Tribune Publishing Co., oper- 
ator of KTNT-TV, which recently 
lost the CBS television franchise 
to KIRO’s new tv station. 

The Tribune Co., in asking $15,- 
/000,000 treble damages, says 
/KIRO, the CBS radio outlet, had 
long-standing agreement with 
CBS that it would also get the 
CBS television franchise when 
and if it ever got a tv station. The 
Federal Communications Com- 
mission granted Queen City a tv 
franchise in July, 1957; CBS trans- 
ferred its affiliation to KIRO-TV 
last February. 

The Tribune Co. alleges in the 
federal district court suit that the 
CBS agreement with Queen City 
is an illegal tying agreement, vi- 
olating the Sherman and Clayton 
anti-trust acts. = 


Siragusa Hits Nets 
for Color TV Slump 


CHICAGO, June 3—Ross D. Sira- 
gusa, president of Admiral Corp., 
yesterday leveled a blast at the 
major tv networks, blaming their 
| “‘public-be-damned” attitude for 
|the lack of public acceptance of 
|color television. 
| “The manufacturers of tv re- 
|ceivers, and I particularly point 
|to Admiral and one other manufac- 
turer, have been spending huge 
sums to bring the wonder of color 
tv to the American people,” Mr. 
Siragusa told the annual company 
electronics convention. “However, 
the money-hungry, profit-hungry 
tv networks have refused to make 
any really serious effort toward 
heavy color programming. NBC 
stands almost alone, and its color 
programming shows up more in 
publicity than it does in actuality; 
|CBS has done nothing worth men- 


‘tioning; ABC nothing at all. 


|@ “We dare not bring out new col- 
or tv sets with our technological 
advances while the networks filter 
out the rainbow.” 

Mr. Siragusa said Admiral plans 
|to introduce new color tv sets and 
|new merchandising activities by 
| June, 1959. 

“We hope by then,” he said, “the 
networks will go hand in hand 
with the manufacturers to make 
color really take off.” # 


Accounting Guide for 
Agencies Sells for $20 

“A Practical Guide to Profit 
Management for Advertising 
Agencies,” a new book by Nor- 
iman Fields, senior partner of 
Fields & Fields, Chicago account- 
ant, has been published by Moore 
Publishing Co., 48 W. 38th St., New 
York. The 135-page, 1144x9%” spi- 
ral-bound book sells for $20. 
| The book has four main sections 
covering agency compensation, 
theories involved in agency cost 
accounting, mechanics of a stream- 
lined cost-accounting system and a 
section of exhibits. A pocket at the 
back of the book contains actual 
cost accounting forms. 


| 


Reeve Heads Ad Assn. 

R. Roger Reeve, advertising di- 
rector of the Post Dispatch, Pitts- 
burg, Cal., has been elected presi- 
dent of the California Newspaper 
Advertising Executives’ Assn., 
northern unit. 


Stedfield & Byrne Moves 

Stedfield & Byrne, Cleveland 
agency, celebrated its 11th birth- 
day by moving to larger quarters 
at 1105 Chester Ave. 
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Department Store Sales... 


Sales Slip 1% in Memorial Day Week 


WASHINGTON, June 5—Depart-! 
ment store sales across the country 
in the week ending May 31 were 
1% behind sales of the similar 
week last year, the Federal Re- 
serve Board reported today. 

Sales for the four weeks ending 
then were 1% behind the previous 
year and year-to-date sales were 
2% behind. 


s Of the 12 FRB districts, four 
reported gains: Richmond, 2%; At- 
lanta, 1%; Kansas City, 7%, and 
Dallas, 8%. New York and Phila- 
delphia reported no change. The 
remaining districts reported losses: 
Boston, 5%; Cleveland, 1%; Chi- 
cago, 6%; St. Louis, 1%; Minnea- 
polis, 1%, and San Francisco, 4%. 

A detailed breakdown of the 
sales in these districts will be 
available next week. For the prior 
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clear Corp., 
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Houston 


San Antonio ............. 
San Francisco District 
Metropolitan Areas 

Los Angeles-Long Beach 

Downtown Los Angeles .. 

Westside Los Angeles 

Sacramento 

San Diego 

San Francisco-Oaklan 

San Francisco City .. 

Oakland 

Portland 

Salt Lake City . 

Seattle 

Spokane . 

Tacoma 


Stanley B. Roboff 


Bayside, 


*Data not available. 


Sylvania-Corning Expands 
Market Staff Under Robotf 


named director of marketing in the 
expansion of the marketing organ- 
ization at Sylvania-Corning Nu- 


named were three regional mar- 


keting managers—Leonard Smiley, 
northern region; Dr. 
Whitman, eastern region, and 
James O. Vadeboncoeur, western 
ra __45|Tegion—and a supervisor of mar- 
—_2 —3/keting service, Robert W. Camp- 
—3 + 2) bell. 
Te! Mr. Roboff joined the atomic 
14 —7/energy division of Sylvania Elec- 
+1 + 3)/tric Products in 1952; Mr. Smiley 
—44 — was manager of Sylvania-Corn- 
+; <3 ing’s technical coordination; Dr. 
4+ 6 —3/|Whitman formerly headed the sec- 
7 72 | tion for advanced research; Mr. 
a Te Vadeboncoeur recently joined the 
—2 + 8|company from Westinghouse Elec- 
+4 + 8)/tric Corp.; and Mr. Campbell has 
—18 +1\been engaged in metallurgical 
engineering and market work. 
Shenkman Joins Boland 
has been| Theodore J. Shenkman, former- 
ly with Burroughs Corp., Pasadena, 
has joined Boland Associates, San 
Francisco, as director of art pro- 
N.Y. Also} duction. 


‘Sentinel-Star' Ups Conomos 
William G. Conomos, formerly 


Charles I.\executive editor of the Sentinel- | 
Star, Orlando, Fla., has been ele- 


vated to the new post of general 
manager. Robert J. Howard, for- 
merly sports editor, succeeds Mr. 
Conomos as executive editor. 
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HOT NEW PREMIUM 


—with universal year ‘round appeal! A 
roll of film developed and 8 Giant Prints, 
plus one fresh roll of Film FREE, only 
75¢ and your “box top’’. Self-liquidating. 
Average retail value $1.34. There are 50 
million cameras in the U.S.A. Willard 
Phote Service (Mail Order since 1933) 
1454 Hayden, Cleveland 12, Ohio. 


EL PASO, TEXAS 
Food headquarters for the 
Fabulous Southwest 
with 1957 Food Sales of 
$168,664,000 
A good place to do business. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


two weeks sales broke down as 
follows: 
% 


Change from ‘57 
Week Ending | 
Federal Reserve May) 


District, Area, and City 


UNITED STATES 
Boston District 
Metropolitan Areas 
SEED. ‘UetitesGinbinsimccssneme 
Downtown Boston 
Suburban Boston .. 
Cambridge 


City 
Springfield 
New York District 


Buffalo 


Rochester ... 
Syracuse 
Philadelphia District 
Metropolitan Areas 
Wilmington 
Trenton 


- 
aK VON 


_ 


cunoweuw 


_ 


Scranton 
Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 
Lexington 
Akron ... 
Canton ... 
Cincinnati 
NIUE: | cnictascssrcuienssainichiinieta 
Downtown Cleveland .... 
Columbus 
Springfield .... 
Youngstown 
Erie 
Pittsburgh 
Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Washington .. 
Baltimore 
Downtown Baltimore ...... 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Mobile 
Jacksonville 
Miami 
Downtown Miami ... 
Atlanta 
Augusta 
New Orleans 
Knoxville 
City 
Tampa 
Chicago District 
Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 
Grand Rapids 
Milwaukee 
St. Leuis District 
Metropolitan Areas 
Little Rock 
Louisville ... 
St. Louis . 
Memphis 
Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul 
Mpls. and Suburbs 
St. Paul 
Cities 
Duluth-Superior 
Kansas City District ... 
Metropolitan Areas 
Denver 


_ 
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Kansas City . 
St. Joseph ..... 
Albuquerque .... 
Oklahoma City 
Tulsa 
City 
Joplin 
Dallas District 
Metropolitan Areas 
Dallas 
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THE CHOICE IS EASY...WITH CHAMPION PAPERS 


Soap, soup or saltines? The display is enough 
to dazzle even the most experienced shopper. 
With ever-widening use of self-service, one 
good way to make your distinctive brand 
label the shoppers’ choice is by putting it on 
Champion quality papers. 


CHAMPION® PAPERS 


Quality coated and uncoated papers for books, 
magazines, envelopes, labels, boxwraps, greeting 
cards, business forms, tags, tablets, food packaging, 


and many other uses. 


THE CHAMPION PAPER AND FIBRE COMPANY ¢ HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, 
Francisco. Distributors in every major city. 


allas, and San 


Supercalenders are the giant “‘ironing’’ machines 
which polish coated papers to a glossy finish. 


CHAMPION SETS THE PACE IN PAPERMAKING 
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Yes = = » he’s sold on Popular Science—his first channel of com- 
munication—because it gives him the information he wants first! 


This man chooses the source of information that lets him set his own 
pace for knowledge. Something he can study, analyze, refer back to. He 
knows that no one can grow in a career, adequately plan for his family, 
or even do a kitchen over without making some decision about technical 
facts . .. from fall-out to flooring. 


For this is not a usual man. He’s an intensely interested viewer of the 


.day-to-day developments in science and industry . . . with a driving 


desire to be the first to know about today’s technology . . . tomorrow’s 
promising horizons . . . and an uncommon passion for the new applied 
sciences that so affect his everyday living! 


Popular Science editors take their readers inside the workings of 
science, the world of industry, the everyday problems of living. Popular 
Science is edited to cover a wide range of thought-provoking subjects .. . 
subjects dealing with parental guidance, atomic power, education, 
interplanetary space, solar heat and other technological advances, the 
world’s political affairs. Moreover, these matters are explained as they 
inter-relate to the workings of the home: new chemicals for painting, 
spraying, waterproofing, planting; new fuels for automobiles; new 
applications of power to tools that make housekeeping and grounds- 
keeping pleasanter and easier. 


Every month 1,200,000 men with a high degree of curiosity turn to 
Popular Science because they have learned to respect an editorial 
alertness and editorial scope that makes this magazine unique among 


all media. 


No wonder they are the first to try new products and services... 
first to turn product ideas into buying action! 73% are home owners, 
117.4 per 100 readers own automobiles and 74.4% earn between $4,000 
and $10,000. 


You can readily test the selectivity of this pre-sold audience of 
1,200,000 men by channeling your advertising into the pages of one of 
America’s most vibrant, alive-with-excitement editorial packages in 
publishing history... 


POPULAR 
CIENCE 


Monthly 


America’s First-to-Try ... First-to-Buy Audience 
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THE NATIONAL NEWSPAPER OF MARKETING 


‘Hobbling Along With a Fiction’ . 


Urges System to Protect Media Against Agency Failures; 


Rips Notion that Agency Is Principal, Not Agent 


Agency man Norman Frankel takes the unusual and controversial 
stand that agencies have been barking up the wrong tree in their 
years of effort to strengthen their legal position as a principal rather 
than an agent. What's more, he says, this legal position is limiting 
the ability of media to collect when agencies fail, owing money. 
Mr. Frankel's opinions, which he says have validity in connection 
only with small agencies where finances are sometimes a problem, 
are certainly not shared by large agencies. 


By Norman Frankel 
Bearden-Thompson-Frankel & 
Eastman, Scott Advertising, 
Atlanta, Ga. 

Media can and should protect them- 
selves from being left holding the bag 
when a small agency folds without paying 
all its bills. 

The evidence shows that such misfor- 
tunes occur often enough. In Atlanta, for 
example, three agencies closed up shop 
within six months, and I understand that 
all of them closed owing money to media. 
I also understand that in some instances, 
the media bills had been paid to the agen- 
cy by the client, but the agency had not 
discharged the client’s obligations. 


s Far more impressive are the national 
figures reported on Page 142 of the Feb. 
24 issue of ADVERTISING AGE. AA said that 
55 agency failures were recorded by Dun 
& Bradstreet in 1957, compared with 31 
failures in 1956 and 31 in 1955. Liabilities 
of the failing agencies totaled $2,081,000 
in 1957 (an average of $38,000 per agen- 
cy), up sharply from $1,119,000 in 1956 
and $815,000 in 1955. “‘Last October,” AA 
said, “was the heaviest month of the year 
for bankruptcies; seven agencies folded 
with total liabilities of $364,000.” 

In bringing up the problem I am not 
talking about the big, strong, well-fi- 
nanced agencies, but rather about the 
many hundreds of small agencies whose 
total business in the aggregate is still im- 
portant to publications and other media. 


Strips Media of Legal Recourse 

Behind the problem is the agency’s re- 
lationship with the client and with media. 
Under the relationship as it now exists for 
the most part, the media promote and 
maintain the position that the agency is a 
principal rather than an agent. By so do- 
ing, they strip themselves of legal re- 
course to the principal, except where their 
contracts provide to the contrary. 

I have long maintained that the adver- 
tising agent is an agent in the legal sense 
and under the law is subject to the law 
of agency. At Bearden-Thompson-Frank- 
el & Eastman, Scott we have operated on 
this basis ever since we established this 
business and even in the predecessor 
proprietorship which I established before 
that. 


= Under this method of operation, we do 
not issue orders without specific written 


authorization in which the client accepts 
the final responsibility for the obligation. 
Further, we maintain special client trust 
fund accounts in which all clients’ remit- 
tances are deposited and from which all 
disbursements to care for clients’ obliga- 
tions are made. It is only after the clients’ 
obligations have been discharged that the 
residue funds are transferred to our own 
general operating account. 

This system is designed to protect me- 
dia, to place media’s interest actually 
ahead of the agency’s own interest. The 
key function is to see to it that no funds 
are available to the agency until after ob- 
ligations to media are discharged. 


= Whenever we buy space or time on be- 
half of a client we require the client to 
fill out and sign an “estimate and author- 
ization form.” Printed at the bottom of 
each form is a statement clearly pointing 
out our status as an agent. The statement 
in the form covering purchases of space 
says: 

“We hereby authorize you, as our agent, 
to purchase for our account (and our con- 
trol) space as shown above. It is under- 
stood that you will use for this purpose 
your standard contract and order blanks, 
conditions of which we approve. For space 
so ordered we assume-final responsibility 
to the respective vendors including liabil- 
ity for non-cancellable contracts, inciden- 
tal charges and so-called short rates. . .” 


= The form used for television and radio 
is similar, except that the words “time 
and facilities” are substituted for “space.” 
The form covering purchases of material 
also is similar and includes the statement 
“For material and/or other services here- 


publication.” 


CONDITIONS OF THIS CONTRACT 


A. Except as hereinafter noted, this contract, including any insertion 
orders or instructions which may relate to it, shall be subject to the 
so-called “Standard Conditions Governing Advertising Contracts and 
Orders” adopted in 1933 by the four principal publishers’ associations 
of the United States in co-operation with the American Association of 
Advertising Agencies (See A. A. of A. A. Standard Order Blank, Form “A.” 1933.) 


B. The Agency represents that space is contracted for hereunder in 
accordance with specific authorization signed and given to the 
Agency by the Advertiser, reading as follows: 

“We hereby authorize you, as our agent, to purchase for our account (and our 
control) space as shown dbove. It is understood that you will use for this purpose 
your standard contracts and order blanks, conditions of which we approve. For 
space so ordered we assume final responsibility to the respecti d 
liability for non-cancellable contracts, incidenta! charges and so-called short rates. 
We also understand that rates shown above are current published rates, subject 
to change prior to vendor's acceptance of contract. Please prepare advertisements 
to occupy above space, subject further to our approval of matter and release for 


C. The Advertiser having accepted full liability, the Agency is hereby 
relieved of personal liability for space, engraving, composition and/or 
other items ordered under the Advertiser's authorization. in considera- 
tion of which the Agency shall, however, exercise the same diligence 
and good faith in collecting and forwarding moneys due the vendor as 
though it were personally liable. 

Should the Agercy be unable to show such authorization it must, 
under the common law of agency—and will without question — assume 
full responsibility as a principal, but not otherwise unless by specific 


pote stalling gl cation age SER 


including 


ADVERTISER LIABLE—Space contract used by Bearden-Thompson-Frankel holds advertiser, 
not agency, liable to media for space costs. 


by authorized and so purchased we here- 
by assume final responsibility to ven- 
dors.” 


How It All Began 

As advertising men generally know, the 
original agencies started out as space bro- 
kers and in many instances merely sold 
packages of publications. As I understand 
it, the agency would buy the space at the 
lowest price possible and then sell the 
whole package with a healthy markup. 
The service end of the business evolved 


s £ of aT Urr eT 5 ‘ - te 
e specified on said rate card, or if the cash discou 
‘tied psn on or before the 15th of the month following. 
ublisher agrees to hold Agency solely liable for payment, and to render 
bills to Agency not less often than monthly. Failure to bill at least 
monthly shall not constitute breach of contract. 


blisher at request of Agency furnishes drawings, coms 
"vy agrees to pay for same, ing 


AGENCY LIABLE—Four A’s standard space contract form used by members and non- 
members contains this paragraph aimed at holding agency rather than advertiser re- 
sponsible for bills from media. 


later and the evolution has continued on 
to this very day. 

As I see it, along with the evolution, the 
legal relationships between client, agency 
and media have also changed. Yet it ap- 
pears to me that we are still hobbling 
along with a fiction that the advertising 
agent is not really an agent at all but is 
still a principal in the same fashion as he 
was in the 1800s. 


® Actually, the picture has changed dras- 
tically, as evidenced by the consent de- 
crees involving the publishers, the Amer- 
ican Assn. of Advertising Agencies and 
the Department of Justice, followed by 
the recent Frey report, all of which main- 
tain that advertisers are free to make 
whatever arrangements they wish with 
their agencies and all of which clearly 
spell out that the relationship between an 
advertiser and an agency is truly one of 
principal and agent rather than one of 
principal and independent contractor. 

An effective way for media to get 
around current outmoded attitudes and to 
avoid losses when agencies fail is a con- 
tract that holds the advertiser responsible 
for unpaid bills. One such contract—a 
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prominent exception to the general rule— 
is one used by Fairchild Publications. On 
a copy of the contract for advertising in 
Home Furnishings Daily, for example, 
Fairchild includes this clause with re- 
spect to liability on the part of the prin- 
cipal: 


s “Publisher will render bills on or 
about the first of the month succeeding 
each publication of advertising hereun- 
der. Advertiser agrees to pay all bills ren- 
dered on or before the tenth of the month 
succeeding each publication of advertis- 
ing hereunder. Publisher agrees to bill 
anyone whom Advertiser may designate 
in writing for advertising used hereunder, 
but this shall not release Advertiser from 
any of the obligations hereunder.” 

If more publications and other media 
were to adopt the terminology with re- 
gard to advertiser’s liability in their own 
contractual forms—or insist that they be 
included in the agency’s own contract 
forms, we believe you would see a drastic 
reduction in losses due to agencies misuse 
of clients funds. 


Advertiser's Resources Bigger 
Than Small Agency’s 

The Lord must have loved the little 
agencies, because he has made so many of 
them. And since most little agencies seem 
to rank as marginal credit risks, doesn’t it 


seem to make sense that media would 
have better protection if the resources of 
the principal were behind the obligations 
due them rather than the meager re- 
sources of the little agency? : 

The establishment of the general prac- 
tice of holding the principal finally liable 
for his obligations would offer media the 
same protection against violators of good 
business practice that the traffic patrol- 
man offers the general citizenry against 
violators of the rules of the road. 


= Under this practice, when the agency 
becomes delinquent in its payments, me- 
dia would have direct recourse to the 
client and would call the attention of the 
advertiser to the fact that the agency was 
delinquent. If the client had already made 
payment to the agency, this notification 
would serve as a red light to the client 
which would serve to produce immediate 
action especially if the client was aware 
of the fact that he would be liable to the 
publication for final payment. 

If the agency had used his funds for 
purposes other than that for which they 
had been entrusted to him, the client 
would immediately be aware of the situ- 
ation and could act accordingly. 

This kind of remedy, which should go 
a long way in improving one aspect of the 
media-agency-client relation, will require 
some new thinking on the part of media.# 


On the Merchandising Front... 


More Non-Food Outlets Add Food 


By E. B. Weiss 

In a column that appeared in AA of 
Dec. 9, 1957, entitled, “Will Tomorrow’s 
Food Volume Be Done in Non-Food Out- 
lets?” I ventured to remark that, as the 
food super reached out more and more 
greedily for non-foods, 
the day would come 
when non-food outlets 
would turn to food. I 
even predicted that, 
within five years, non- 
food outlets would sell 
a sufficient total of 
food to make them- 
selves a factor with 
which to reckon both 
by the food super and 
by the food industry. 

In that column I made these additional 
observations: 
e 1. The food super could never compete, 
price-wise, with the discount house on 
non-foods, but that the discount house 
could compete very well with the food 
super on food. 


E. B. Weiss 


e 2. As non-food outlets, including the 
discount house, realized the traffic ad- 
vantages that food conferred on the food 
super, they would turn to food in order 
to crowd their aisles. They might even 
use food as a “come on”; sell food at a 
loss or at a break-even point. 


e 3. The food super was no longer a low- 
cost retailer of foods. The food super had 
gone from its original margin require- 
ments of 12% (actually, the earliest food 
supers planned a 10% margin on foods) 
to a requirement on foods of almost 20% 
in 1958—a jump, be it noted, of over 60%. 
Consequently, it had opened up an um- 
brella under which lower cost merchan- 
disers of food could operate with impun- 
ity. 


= Food has, of course, been sold in an 
amazing variety of non-food outlets for 
many years. Today, we find food being 
sold in marinas and in vending machines 
in gas stations. But these are not usually 
low-margin operations. 

What I am referring to are non-food 
outlets that are merchandising food at 
margins smaller than those required by 


the modern food super. And apparently 
this is a distinct threat because the head 
of the Grand Union food super chain 
stated specifically that one reason for 
that chain’s entrance into major appli- 
ances, and other non-foods, was to meet 
the developing competition of the dis- 
count house on food. (I should imagine 
that the more logical road for the food 
super would be to learn all over again 
how to merchandise food at low margins. 
As I’ve already indicated, I firmly be- 
lieve that any competent discount chain 
can cut the floor out from under any 
food super on such categories as major 
appliances.) 


® Further elaborating on this thought in 
a recent talk, Lansing Shields, president 
of Grand Union, remarked: 

“Presently, we are going to be faced 
with another challenger, the discount 
house, which might be called a non-food 
supermarket. This new threat to estab- 
lished retailers, and (to a limited extent) 
to supermarkets, is showing astronomical 
increases in sales. Some of the sales rec- 
ords of this upstart are really astound- 
ing. One house in the East has increased 
its sales from less than $3,000,000 in 1951 
to $75,000,000 in 1957; they are now 
running at the rate of over $100,000,000 
annually. No reliable figures on over-all 
sales of discount houses are available. 
Most estimates range from $5 billion to 
$10 billion a year and some estimates 
show a much higher figure. Compare this 
with $11 billion in sales for all the depart- 
ment stores in the U.S.! 

“Discount houses depend on cut prices 
and spectacular merchandising to keep 
the customers coming. Most of all, the 
usual department store services have 
been eliminated. With a typical expense 
rate of less than 15% compared with 
more than 33% for the average depart- 
ment store, the opportunities of the dis- 
count house for price-cutting are tremen- 
dous. Yesterday in the East the popular 
phrase was, ‘I can get it for you whole- 
sale.’ Today, the family climbs into the 
car, heads out on a highway and says, 
‘Let’s get it at a discount house.’ 

“In the Middle Atlantic area, where 
we operate primarily, the discount house 
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Looking through an issue of Life, we were inevitably reminded of the story 
of the salt salesman. (Could he sell salt!) For ad after ad in the issue revealed 
a similar typographic preoccupation and predilection on the part of as many 
widely separated art directors. Some type salesman can sure sell Craw Claren- 
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is making an aggressive bid for the food 
business, and I suspect it will soon make 
an aggressive bid all over the U. S. They 
are adding large food departments. These 
houses are using the same price policies 
on food that they’re using on non-food. 
In some cases, the department is leased 
to a food operator who does not pay any 
rent, but is actually subsidized by 2 or 
3% of the sales. 

“This kind of competition is about the 
toughest you can get. The entry of the 
discount houses into the food business 
proves once again that food chains are 
not immune to attacks from other re- 
tailers. You’ll be interested to know that 
within the last two weeks we were ap- 
proached by a leading eastern discount 
house which has an outlet in a shopping 
center next to a Grand Union supermar- 
ket. This discount operator offered to 
purchase our store for a very fancy price 
so that he could use it as a loss leader on 
food to attract non-food customers to his 
discount house. In spite of all these 
trends, there is still a conflict within the 
chain industry itself over whether or not 
supermarkets should adhere strictly to the 
food business and not fight back by add- 
ing the lines used by some of its com- 
petitors.” 


s I find that even the so-called “farm- 
ers’ markets” are now using food in mas- 
sive giveaway promotions designed to 
pull traffic. I find, too, that the larger 
drug outlets are turning to food to com- 
pete with the drug items stocked by the 
food super. 

And I gather that at least one discount 
chain appears to be proving that it can 
consistently undersell several giant food 
super chains on food. The facts in this 
case history appeared in a recent issue of 
Food Topics and are quoted here by per- 
mission. These facts were gathered by 
three members of the marketing faculty 


of the College of Business Administra- 
tion of Lehigh University—Max D. Sni- 
der, Morris L. Sweet and S. George Wal- 
ters. 


s Here are extracts from their Food Top- 
ics article: 

“A comparison of food prices in the 
Lehigh Valley indicates that several of 
the leading national supermarket chains 
are being underpriced by the recently 
opened branch of a large eastern dis- 
count house, Two Guys from Harrison. 

“The study shows that the total prices 
of a comparable group of items at these 
food chains on five different days in the 
period from Nov. 18 to Dec. 2, 1957, are 
approximately 4 to 11% higher than at 
the discount house. The surveys were 
made only on Mondays and Tuesdays to 
minimize the effect of weekend specials. 

“The stores included in the survey 
were A&P, Acme, Food Fair, and Penn 
Fruit. 

“This study, subject to different sta- 
tistical approaches and interpretations and 
the limited number of items compared, 
indicates that the following- statement 
featured prominently in Two Guys’ more 
recent food ads may have validity: 

“*Two Guys pledge to you, our cus- 
tomers, that we will always save you 5% 
or more on groceries—every day!’ 


s “Earlier ads in December made the 
same statement, except to claim savings 
of 5 to 10%. Two Guys did not offer 
the lowest prices on every item but the 
general pattern on the items surveyed 
was lower by varying percentages... 

“If this price differential is something 
more than a temporary promotional 
gambit timed to coincide with the open- 
ing of the store and is indicative of a 
permanent pricing policy on the part of 
discount houses, a shift in supermarket 
thinking appears to be in order. Our 
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led every evening paper in the U.S. 
in 19 general advertising categories 


as measured by Media Records... 14 
more than the next highest paper 
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vosessosse-e--..-.iIn Total General advertising 
in General Groceries advertising 

__in Baking Products advertising 

_in Beverages advertising 

in Laundry Soaps & Cleansers advertising 
in Meats, Fish & Poultry advertising 

in Miscellaneous Groceries advertising 
in Furniture & Furnishings advertising 
in Jewelry & Silverware advertising 

in Medical advertising 

in Publications advertising 

in Magazines advertising 

in Tobacco advertising 

__in Cigarette advertising 

in Perfumes & Cosmetics advertising 
_in Transportation advertising 

__in Railroads advertising 

in Steamships advertising 


sated in Wearing Apparel advertising 
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comments in this article are based on 
the assumption that this policy is more 
than just a short-range competitive ma- 
neuver and thus merits serious consider- 
ation. 

“Should the supermarkets fail to meet 
this new challenge, a possible shift in 
food-buying habits may emerge with the 
major share of household food purchases 
being made at the discount house... 

“The discount store studied, which 
opened in October, 1957, in Allentown, 
Pa., measures 150,000 square feet and 
has parking space for 3,000 cars. The 
food department covers an area of 33,000 
square feet of which roughly 40% is 
occupied by meat, produce and frozen 
foods. 


= “A food department of 33,000 square 
feet should be evaluated in relation to 
the average size of supermarkets opened 
in 1957, which is 22,000 square feet. The 
size of the Two Guys store signifies com- 
petition on an area of citywide rather 
than neighborhood level. .. . 

“Though the number of discount house 
stores with food departments is presently 
limited, each such store has an impact 
beyond that of the trading area it serves. 
For example, the opening of the Two 
Guys Allentown store sharply reduced 
sales at the Quakertown Farmers’ Market 
and Auction, one of America’s largest 
farmers’ markets, some 18 miles south 
of Allentown. To offset the sales decline, 
the Quakertown Market began a policy 
of Sunday selling and made a change in 
the lessee of its food department. Un- 
doubtedly the Quakertown Market deci- 
sions in turn reacted upon food retailers 
18 miles further south. 

“Along the same lines, the discount 
house will attract shoppers for non-foods 
from greater distances than it will mere- 
ly for foods. While at the discount house, 
the shopper is likely to compare its food 
prices with those of the local store that 
the shopper usually patronizes. A poor 
showing by the local retailer is not likely 
to be of great help in building a per- 
manent following of customers. 


s “Another problem is presented with 
the inflexibility of newspaper advertising 
in large metropolitan areas. Even if the 
discount house competes directly with 
only a few stores of a food chain, the 
geographic distribution of newspaper cir- 
culation within the area does not permit 
different advertising and prices for the 
chain stores that are affected. 

“The Allentown Two Guys from Harri- 
son store is open Monday, Tuesday, Wed- 
nesday and Thursday from 9:30 a.m. to 
10 p.m., Friday and Saturday from 
9 a.m. to 10 p.m., and Sundays from 12 
noon to 10 p.m., with a good share of the 


Tips for the Production Man... 
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business being done on Sundays. If we 
ignore the factor of price appeal, we can 
perceive that similar store hours can 
only result in increased operating costs 
for food retailers if they are to retain 
their current market position. 

“Other questions relating to costs which 
merit further study are the differences 
between discount houses and supermar- 
kets in labor costs, advertising costs, rent, 
store furnishing costs, building costs and 
buying costs. 

“Why the sudden discount house inter- 
est in food lines? Is the major reason 
merely to build traffic which will stimu- 
late sales of non-foods or to build up a 
food department which will be profitable 
on its own, or both? Since such depart- 
ments are often leased, they are unlikely 
to be operated on a non-profit basis by 
the lessee. 


= “This recent development by discount 
houses represents a double-barreled at- 
tack on the supermarket: First it pre- 
sents an attack on the already low mar- 
gins of the food lines carried by the su- 
permarket and, secondly, the ability to 
offset these losses through non-food 
items is prevented by the prevailing dis- 
count house low margins on this type of 
merchandise. 

“Food retailers should closely study the 
experience of department stores. Super- 
markets cannot afford to adopt the smug 
and complacent attitude of department 
stores in meeting new forms of competi- 
tion. The reluctance of department stores 
to meet discount house competition im- 
mediately enabled the discount house to 
establish a high degree of consumer ac- 
ceptance; then the department stores 
awoke to what had occurred... 

“Such conclusions as we have drawn 
from this study may seem harsh to food 
retailers; but if not offset, the discount 
house may capture a good share of the 
food business. Even though the expan- 
sion of discount houses has brought them 
increased operating costs, they still offer 
more intense price competition than the 
supermarket has ever faced from any 
source outside the industry. ... 


s “The first step would obviously seem 
to be to face up to this new price com- 
petition promptly, together with an even 
more intensive effort to cut down on 
costs. 

“The supermarket could prevent the 
discount house from becoming a major 
influence in food retailing by a return to 
its original King Kullen and Big Bear 
concept. After all, the discount house has 
grown by the use of innovations devel- 
oped in supermarkets. These tools 
should be the basic strategy for any 
counter measures on the part of super- 
markets.” # 


More About Calendars 


By Kenneth B. Butler 

Recently I wrote about the high inter- 
est in calendars, especially on the part of 
those using them. I find that the interest 
is no less among those who produce them. 

Walter Haase, vp and genera] manager 
of Connecticut Broadcasting Co.’s WDRC 
in Hartford, sends us a copy of his pocket- 
size, three-year, acetate-covered calen- 
dar. This, he says, helps time buyers 
check starting and ending dates of con- 
tracts. It can be pocketed, hung, or kept 
under glass on desk. 


= He wonders if it would be a good idea 
to send out calendars in June instead of 
December. He suggests July 1 to July 1 
dating. A few calendar-givers do this. 
Don’t know why the idea isn’t more gen- 
eral... guess it’s because we all get a big 


charge out of turning that “new leaf’ the 
day after New Year’s. 

Paul Weinstein, of International Press, 
New York, sends a “By-the-Week” cal- 
endar. It’s a slim jim size—really a long 
one. It is good looking enough to remain 
on any desk. It’s spiral bound and there’s 
a sheet for each week with plenty of 
lined spaces in which to write your “must 
do’s.” 

He says next year’s calendar will be 
designed so that it also may hang on a 
wall. Further, they’re making up one for 
salesmen to carry in briefcases. 

Other suggestions have been forthcom- 
ing and we toss them out for whatever 
they are worth: 

A small calendar to be attached to the 
front bonnet of a typewriter. 

Newspapers should print a two-month 


calendar, small but legible, in each issue 
of their paper, preferably always in the 
same spot. 


= One chap, a stool-sitter by avocation, 
deplores the fact that there are never cal- 
endars in well-appointed barrooms. He 
thinks the answer indubitably is a cocktail 
glass with a six-months calendar around 
the sides. He thinks it could be made 
decorative. The limited life of such a 
glass does not bother this gent, who has 
lots of time for pondering things of this 
nature. “Throw ’em away after six 
months,” he says, “that’s what they do 


Advertising Age, June 9, 1958 


with olive bottles.” 

Another contributor suggests that the 
folks most interested in dates are the 
teen-agers. For them he wants bobby sox 
with the calendar dyed right in them. 
Good Christmas present, he thinks. 


= The most novel suggestion comes from 
a wit. He thinks calendars are either (1) 
too immoral; (2) too serious; (3) too arty. 
He wants some humor brought to the 
calendar world. He wasn’t thinking of 
cartoons, exactly. He was thinking possi- 
bly of carrying on each page one of those 
all-type mottoes of humorous vein. # 


From an Art Director's Viewpoint... 


Sure, It's Pretty, But... 


* 
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By Andy Armstrong 


Art, for most people, conveniently di- 
vides itself into two categories—fine art 
and commercial art. 

Olivetti’s graphic seems to fall into a 
foggy middle ground called design, for 
fine art and commer- 
cial art each make spe- 
cific demands that Oli- 
vetti doesn’t satisfy. 

The long-hairs on 
the Left Bank— 
the easel painters, the 
museum directors, the 
critics in the skinny 
magazines—have laid 
down the boundaries 
for fine art. For them, 
art must not serve a purpose. Art must 
not be dirtied by money considerations. 
It must be disinterested, if it is to remain 
pure. The popular translation of their 
attitude is, “Art for Art’s Sake.” They 
feel that the word Art, in Commercial Art, 
is a misnomer, a semantic indiscretion fit 
only for boobs. 

Advertising people—we bourgeoise job- 
holders on the Right Bank—take a broad- 
er view. We respect Fine Art. Many of us 
recognize it when we see it. Many of us 
even appreciate it, in our leisure time. 
But during business hours we are trying 
to sell something. The graphic content of 
our advertising, committed absolutely to 
a purpose and to the impurity of money, 
helps the sale. We wouldn’t think of call- 
ing our stuff Fine Art. On the other hand, 
we have to name it, so we call it Art. 
Commercial Art. Or Art-for-Advertising. 


Andy Armstrong 


For information, write or wire Olivetti 
of America, 


But anyway, Art. 

Now in judging commercial art, we 
may borrow some of the standards of fine 
art. We may appraise our graphics for 
drawing, color, composition, originality— 
secondary aspects that the Left Bank looks 
for in fine art. But we cannot apply their 
primary principle, which asks, “Is_ it 
beautiful without purpose?” 

We have to reach the other way. We 
have to ask, “Will it Help the Sale?” To 
answer this question, we can’t use bor- 
rowed standards. We must apply our 
own, arrived at through our bourgeoise 
experience and sweat. And our first 
home-made standard is_ intelligibility. 
Will it be understood? If it doesn’t make 
immediate sense to the public, it won't 
help the sale. Commercial art stands or 
falls on intelligibility. It’s out in the mar- 
ketplace talking to customers, all day, 
every day. Fine art doesn’t need intelli- 
gibility. It goes on a wall where people 
can look at it on Sundays, their pockets 
empty, their mental processes and their 
thirsts (except the thirst for unpriced 
beauty) momentarily in check. 


® The Olivetti graphic isn’t commercial 
art, since it isn’t intelligible. Nor is it fine 
art, since it appears to have a purpose. 
Therefore, it falls into the no-man’s-land 
that advertising people call design. Nei- 
ther a fine art fish, nor a commercial art 
fowl. Just a good red herring, suitable 
for wallpaper and textile patterns. 

MORAL: They don’t buy because they 
like your face. You’ve got to tell them 
something. + 
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AS COMPETITION GETS TOUGH, REMEMBER 


YOU GET MORE FOR YOUR MONEY [ff : 
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Salesense In Advertising ... 


Voice Out of the Past 


By James D. Woolf 


Into my hands has fallen a tear sheet of 
an agency two-page advertisement which 
ran in the Review of Reviews more than a 
half-century ago. It was published by 
Lord & Thomas, at that time (1905) the 
“Largest Advertising 
Agency in America.” 
The following excerpts 
from this ad may be of 
some interest to AA 
readers: 

“Sixty per cent of 
all advertisers fail! Be- 
cause they spend the 
money for Space, under 


the delusion that Space, James D. Woolf 
filled with anything 
‘Catchy’ is ‘Advertising’.” 

* * * * 


“We ...strongly insist that all copy for 
GENERAL ADVERTISING should possess as 
much positive SELLING-FORCE and CONVIC- 
TION as it would need to actually and 
profitably SELL goods direct BY MAIL.” 


* 


“Other Advertising Agents will belittle 
reason-why because they do not know 
about comparative Results from actual 
Tests on Copy, such as we have made. 

“They cannot know what our ‘Sales- 
manship-on-Paper’ is capable of doing. 
Because they have never had the equip- 
ment to produce it, nor the organization to 
record and compare RESULTs from it with 
‘General Publicity’ results, in such a way 
as to provide a reliable guide for the writ- 
ing of future Copy.” 

* co ok * 

“Not a fifth of what other Agencies 
spend for ‘Service’ is invested in Copy, 
which alone determines how profitable or 
unprofitable that space be made for you.” 

* * * ae 

“We have proved that what makes Copy 
sell goods by mail makes it sell them, in 
equal ration, through retailers, over the 
counter by General Advertising.” 

A voice out of the past from the then 
largest advertising agency in America— 
or in the world, for that matter. + 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Looking at Radio and Television... 


TV Hopefuls Pitch Hard for Fall 


By the Eye and Ear Man 

This is the time of year when the last 
frenzied tv program sale is being hawked 
in the posh saloons that constitute the 
farmer’s market of television. 

In general, over 200 assorted pilots 
were presented for the 1958-59 season. 
Some were new, some were revived, and 
some were patched together. The invest- 
ment on a conservative basis represented 
from $10,000,000 to $20,000,000. Of these 
about 40 will be sold and the rest either 
junked or placed in ween for 
whatever salvage price they may @raw. 

At first there was an avalanche of 
westerns or variations on adventure 
themes with western overtones. These 
eventually proved to be so much alike 
that it was hard to distinguish one from 
another. The westerns have been hard to 
sell even when they are established. The 
new ones were doubly hard to move, but 
a few were sold. Many western pilots 
appeared as a part of a regular western 
anthology, such as “Zane Grey Theater,” 
and so the initial cost was sharply re- 
duced. 


s Another trend of sorts was in the 
crime show category. A flock of these 
came in with such violence that the Le- 
gion of Decency and the FBI were vir- 
tually invited to step in and clobber the 
television industry despite the fact that 
good always triumphed over evil. Some 
of these will appear on the air in the fall 
and the damage will be done. 

By far the most sought-after shows 
were the comedy programs. Milton Berle 
was sold without a pilot, despite the fact 
that last year he had a pilot that could 
not be marketed. Situation comedies 
poured in and some were bought; many 
that might have been hits went begging 
because of buyer timidity. Comedy shows 
are notoriously hard to sell, since the risk 
is so great and the time period is so often 
a determining factor. 

Among the hopefuls that have already 


found a buyer and a niche on the net- 
works’ fall schedules are three westerns, 
“Rifleman,” “Bat Masterson,” “Rough 
Riders”; two variety stanzas, the “Garry 
Moore Show” and the “Milton Berle 
Show”; two situation comedies, with Ann 
Sothern and Donna Reed as the stars; 
a violent drama, “Naked City,” and a 
combination new and old Desilu hour for 
Westinghouse. 


® Probabilities include “Rawhide,” “Cim- 
arron City” and “Men from Tallahassee.” 
Several veterans, such as “Disneyland” 
are not yet sold, but will return despite 
that fact. Many programs that were not 
as successful as the sponsor hoped were 
renewed because the advertisers couldn’t 
find anything they liked better. 

A few shows were bought because of 
good quick salesmanship. Others had 
been discussed and planned for some time 
and when the pilot came in, a ready cus- 
tomer was waiting. 

About 25 deals are hanging fire with 
plenty of price-cutting and fierce com- 
petition on the part of vendors. The ask- 
ing price is never the final price in the 
game of barter. But, due to rising prices 
in Hollywood, there is a point below 
which a studio cannot cut prices and stay 
in business. Only a studio, which also 
has a syndication service, can go lower 
than cost and still remain solvent, thanks 
to re-run revenue. 


s The real wheelers and dealers are the 
networks, They can underwrite a series 
and when they find it isn’t sold, they 
alone can reduce the price by program 
contribution or short term deals. This 
practice is growing. As a result many ad- 
vertisers expect a deal in marginal time. 
Some advertisers are hanging back, hop- 
ing to get a better shake at the last min- 
ute. 

Some say the place to look for a deal is 
in the unsold hour regulars. For ex- 
ample: Steve Allen, “Disneyland,” “Raw- 


hide,” “Cimarron City,” “Sugarfoot,” Go- 
bel-Fisher, Garry Moore, “Tallahassee” 
and “Wagon Train.” Any other unsold 
segments of network properties, which 
are committed to go on the air but are 
not completely sold out, also will begin 
to press for sponsors as the season draws 
nearer. 


# There are still plenty of early time pe- 
riods—for example 7:30 to 8 p.m., EDT— 
available. In the past, these periods pro- 
duced some top 10 shows, such as “Dis- 
neyland” and “Cheyenne,” and many 
good bread-and-butter buys, such as 
“Robin Hood” and “Rin Tin Tin.” Some 
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good reliable shows are available at 
rock-bottom prices in these groups, and 
the fact that the time is not properly 
(from the sponsor’s view) discounted may 
be compensated for by a program con- 
tribution or a show deal. 


= And so, as the thundering herd rushes 
down the last mile of the fall race, anxi- 
eties grow, blood pressures rise, the whip 
is cracked louder and the meat wagon 
stands poised to pick up the cardiac 
cases, and the cold, casual, heartless cli- 
ent waits to snap up his little bargain 
over the bodies of those who played the 
game too straight and too early. # 


AJESTIC 


NOW PLAYING— 


1. To the non-artists in advertising 
who may still be wondering how to 
think about “modern design,” these 
examples will help to clarify a point 
or two. 


In the Gloria Swanson movie ad, ev- 
ery element is seen in a jumbled re- 
lationship to the others. Although it 
is clear that either Rod La Roque or 
Ricardo Cortez is about to grab at 
Gloria’s clothes (and that he has al- 
ready had a good try at it), the entire 
ad is somewhat of a hash. 


2. The important thing to see in a 
“modern” layout is a simpler ar- 
rangement of fewer elements. You 
know how the art department screams 
when you come along and add “Of- 
fices in all principal cities” or “Make 
the logotype twice as big.” 


That’s because your “little extras” 
cannot be just tossed in haphazardly 
today. A short biography of the the- 
ater owner could have been added to 
Gloria’s ad without harming the for- 
mat. But it would be almost a sacri- 
lege to add even a semicolon to Deb- 


How to think about modern design 


30 years apart in treatment, these ads typify 
the revolution in layout since the mid-’20s 


Next Lesson: “How to trace a movement” 


[ DEBORAH KERR. DAVID) 


Pilot eee. wise sone te 

J bes Ainom yteoy cpa 

1 ant brome yous cnenpanys prtbas? 

J dea tone wnat yon company awa hee 
1 dew eee rome creepy » cunts rs 

K deme tenes pos company’s come, 

1 dam Mam os eomysnn » ropes 
Nowe wre ot ye wieolet te wet oe 


MORAL: Slee sheet eters roar nalmannn calle sei branbin es magucise advertising: 


aaron eo maar, inc, @ 
sige | a oe 


orah’s without careful planning. 


The fact that some actor has one of 
these women flat on her back is toned 
down by the action taking place in a 
design bar, repeated from above. 


No. 3. The McGraw-Hill ad (AA, 
May 19) is my nomination for inclu- 
sion in advertising textbooks for the 
next 100 years at least. The simple, 
powerful idea plus the simple, power- 
ful layout. Put them together and... 
wow! 
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F, J. SUTCLIFFE’s hobby is tropical fish, but his full-time occupation 
is that of machinist at the Calgary division of Imperial Oil Company 
of Canada, Limited. Fred represents the many thousands of industrial 
workers in Calgary, where industry is booming as never before. 


Look at the facts: 


e The largest single construction job in Calgary’s history, Imperial 
Oil Ltd.’s $17,000,000.00 rebuilding and expansion program will 
increase the refinery’s capacity by more than 80%. 


e Anthes Imperial’s new $2,000,000.00 Calgary plant, which pro- 
duces cast iron pressure pipe used in industrial and residential 
projects, is the first of its kind in Western Canada. 


e The Calgary Public Livestock Market, the second largest live- 
stock market in Canada, had an estimated value of sales at 


yards and packing plants in Calgary for 1956 of $71,331,575.70 
—a record year. 


HAMILTON Spectator NORTH BAY Nugget 


EDMONTON Journal 


WINNIPEG Tribune 


VANCOUVER Province* 
*Published for Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL —The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


e Calgary’s myriad smaller industries, making everything from 
dog food to dynamite, offer a diversity in strength which con- 
tributes to the city’s above-average buying power. 


These are just a few of the reasons why Metropolitan Calgary with 
a population of 212,500—a per household income of $5,281.00— 
had retail sales in 1957 of $264,110,000, according to latest sales 
management figures. 


To sell Calgary you must ue THE CALGARY HERALD, the 
Family Newspaper . . . out of over 63,000 circulation, more than 
50,000 copies are bought daily in the city as compared with 
Calgary’s 57,375 households. 


FREE MARKET INFORMATION 
Ask your Southam representative for a free booklet featuring 
complete up-to-date market information on Calgary. 
*Sales Management, 1958 Edition. 
GO-6776-REV. 
jan 
IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 
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Johnson Schaefer Metzger 


an 

McDonald Anderson Merts th 

AcP—Shown with Dick Merts, Michigan Contractor & Builder, past 

president, are new officers of Associated Construction Publications: ar 

Robert Schaefer Sr., Mississippi Valley Contractor, president; Ray ab 
Metzger, Construction News, 1st vp; W. A. McDonald, Texas Con- 

tractor, 2nd vp; Gordon L. Anderson, Construction Bulletin, sec- b. 6 CAS 

retary, and Fred Johnson Jr., Construction Digest, director. Fr 
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Private Brand Foods Are Better Ad Copy " 
Than Ever, Red & White Wholesalers Told > 


CuIcaco, June 3—Controlled) new affiliation between Red & . 
brands like Red & White food) White operations in the U.S. and fré 


products have gained much pres-| Canada and the Amsterdam-based th 

tige with housewives in the last|Spar organization of wholesalers As 

few years, making it more impor-|and retailers in eight European ve 

s tant than ever to emphasize these | countries. be 

—< et ; os Ee brands in advertising, Red &/ C.H. Wilms Floet, executive di- ab 

Se sy ay iW , White Corp.’s 37th annual confer-| rector of Spar (Dutch word for Re 
ence was told here last week. pine tree, the organization’s sym- ‘ 


pei s Cue | ; ® = The price differential between) bol), attended the meeting here 

Don miss the bi arade Red & White products and the|and is working out channels of 

national brands is growing signi-| information exchange between the 

ficantly, adding even more appeal| two organizations with Herbert T. 

es to controlled brands, Leo J. Bush-| Webb, president of Red & White. 

2 . ey, president of Bushey & Wright,| Spar was created in Holland 

In bo an Die go Red & White’s food broker, told the | in 1932 following the example of 

meeting. the Red & White organization here. 

But the degree to which the| It became an international organi- 

label is promoted in advertising,| zation after World War II and now 

he said, must be guided by a real-|has 163 wholesalers supplying 

istic evaluation of the extent to| more than 23,000 retailers in Hol- 

which the label is accepted by the| land, Belgium, Germany, France, 

market, he added. Denmark, Austria, Great Britain 
; While advertising does play a|and Sweden. 

. : ‘ an i role in the important job of build- Mr. Wilms Floet said Spar hopes 

Take p opulation. Up some 607% since 1950. In the in s Diego? ing a store’s image in consumers’|to learn a great deal from Red & 

same period, buying power has shot up an in- “5 : minds, he said, its main job is to} White about supermarket opera- 

credible 168%. And the reason for the smiles on 2 Per cent 66 deiiek Whbches A bring housewives into the store. tions and practices. As for food 

estalions® Sosen tn thet coles weet over the ene And it is the job of merchandising | advertising in the U.S., he told 

—of lively, imaginative, suggestive} ADVERTISING AGE he thought the 


If you think San Diego is just a town in a far 
corner of the United States, you haven’t been 
around these parts lately. Look again. You'll be 
fascinated by what you see. 


billion dollar mark a year ago—almost a 100% r LOOK ...... 8.9% ; displays—to keep them coming] U.S. magazine ads are “excellent, 
hike in six short years! i back, he added. much better than we can produce 
. 7 ; : , LIFE ...... 11.7% in Europe,” but that grocery 
What’s behind this prosperity? Location and = While much of this year’s con-| Store newspaper ads usually seen 
climate that have coaxed industry and people to P ORS so 12.0%, vention was devoted to ways and| here are not the kind that would 
“ Jee means of image building, one|imterest the European housewife. 


come and stay. For example — superb transpor- ’ ‘ 

_ ss a cana cians ea 3 speaker, Miss Lee Phillip, food 
tation has helped to attract electronics makers aga a4 | pater for CBS-TV, a the| # Three Red & White wholesalers 
(San Diego is now the world center of pure and home County ‘ Red & White wholesalers some of | Were awarded plaques for the best 


: ‘ ‘ the things housewives find parti- advertisements in Red & White’s 
applied sciences). Clear skies have appealed to cularly objectionable in a annual newspaper ad competition. 


the four major aircraft companies located here. supermarket operations today. Winning wholesaler in the 

The magnificent harbor brought the fisheries and The points of objection—all of pens rang vag | aaa tee 

world trade. A paradise-like climate permits them closely related to the image| S¢PP'YInS UP 10 wt sag lang 

b P oe P of stores the customers eventually | Washington Wholesale Grocery, 
umper crops the year ‘round. develop, she noted—are: Washington, D.C. In class B (sup- 

And let’s not forget —this is home port for 126,100 e Ill informed and uninformative Ac nty Hragronnand yan By diane 

men and women of our Navy and Marine Corps, = aa dirty uniforms and). , Howard Co., Greensboro, 


N. C. The class C award (suppliers 


too. On the lighter side, San Diego is a cultural ‘es 


, : . wvany srwease ane Tas e Inadequate or nonexistent sup-/of more than 100 retailers) went 
center and an international playground. Tourism Parade finch plies of off-beat but reasonably |to Western Grocers Ltd., Winnipeg, 
is big business, as is almost everything else. common foods. Man. 


e Inadequate speed and conven-| Washington Wholesale Grocery 
ience and the check-out counter.;won an additional award from 
e In a word of advice to food| Red & White for the greatest rela- 
manufacturers, Miss Phillip said| tive expansion in its operations 
‘housewives like novelty and/in the past year. # 

/humor in packaging, but that 
|they are still interested most by| Charles Palmer to Lever 
packaging with appetite appeal,|; Charles E. Palmer, formerly 
with pictures of product use,|marketing vp of A. S. Harrison & 
recipes, clear cooking directions,|Co., has joined Lever Bros., New 
measurements and other elemen-/| York, as products manager of Spry 
tary information. and Liquid Spry. He _ succeeds 
Charles J. McCann, who has been 
= This year’s Red & White meet-|named staff assistant to the gen- 
ing marked the beginning of a/eral manager of the foods division. 


Now is the time to get your share of sales in the 
most important corner of the U.S.A. The San 
Diego Union and PARADE can help you. Each 
Sunday they call on three out of five homes in 
town. Each Monday they begin to move goods 
off dealers’ shelves. 


PARADE...The Sunday Magazine section 
of 59 fine newspapers covering some 
2900 markets...with more than 16 million 
readers every week. 
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Advertising Age, June 9, 1958 


Italy's American Advertising Agency, Using 


4A’s Standards, Hits Top 10 Rank in 9 Years 


Rome, June 3—One of the fea- 
tures of the Italian ad scene today 
is an agency operating under the 
name American Advertising Agen- 
cy. 

Living up to its name, this Ro- 
man agency claims proudly that it 
operates “in conformity with the 
norms of the American Assn. of 
Advertising Agencies.” 

A.A.A., as it calls itself, was es- 
tablished here in 1947 by the edi- 
torial board of the Rome Daily 
American. It was originally called 
RomAmer Advertising Agency. 

The agency became an Italian 
company in 1950 when it was tak- 
en over by Dr. Alberto Calabresi, 
who was with the agency when it 
was started and who was later 
Rome press chief for the Economic 
Cooperation Administration. 


# Dr. Calabresi, general manager 
and technical director, has built up 
the agency to the point where it is 
now one of the top ten in Italy. It 
employs 11 persons and its billings 
are reliably estimated here at 
about $800,000. 

A.A.A.’s_ leading clients are 
Aspro Nicholas of Ireland, Air 
France, Diger Selz (a digestive) 
and Quickies (face cleansing 
pads). 

Outside of its agency affairs, 
A.A.A. has been making news late- 
ly with a series of monthly Eng- 
lish-language bulletins giving a 
frank and comprehensive picture of 
the entire Italian advertising scene. 
As an introduction to Italian ad- 
vertising, one couldn’t do much 
better than these bulletins (avail- 
able from A.A.A., Via Paganini 7, 
Rome). 


s In the first of these bulletins, 


Dr. Calabresi explained why the 
advertiser approaching the Italian 
market must take special pains. 


“The Italians,” he said, “have an| 
innate critical sense and a natural | 


tendency to react against anything 
that is forced upon them. No word 
has quite the secret charm that 
‘forbidden’ has to an Italian. A 
‘No Smoking’ sign is a sure invita- 
tion to light up and the bigger the 
sign the greater the Italian’s bliss 
as he puffs his cigaret.” 

A.A.A. stands out in Italy for 
NOT having an office in Milan, 
generally considered the center of 
Italian business and advertising 
activities. Mr. Calabresi told AA 
he eventually hopes to have an 
office there (expansion is made 
difficult in Italy by the lack of 
trained personnel, he points out), 
but he gets a little irritated with 
people who view Milan as the heart 
of the Italian universe. 


s “Why is it,” he asks, “that the 
rest of the world, not even may we 
say, excluding England and Amer- 
ica, thinks of Italy as a province 
of Milan?” The facts, he adds, be- 
lie “the legend of Milan the na- 
tional mint, Italy the museum and 
Rome the mausoleum.” 

Dr. Calabresi points out that 
Rome is in the middle of the coun- 
try, thus serving as the most effi- 
cient distribution center, and “is 
the seat, not only of the govern- 
ment, but also of all the other 
bodies that direct and shape the 
life of the country.” 

And, for the unconvinced Milan 
adherents, he adds the following 
practical considerations: 

“Rome is only 600 kilometers 
(about 375 miles) from Milan, a 
journey that takes 1 hour, 55 min- 


Toledo Adclub Picks Herron 

'| Bert Herron, director of adver- 
|| tising for Owens-Illinois Glass Co., 
|has been elected president of the 


Oh eed 


E 
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NEW ENGLAND 


QUIPMENT (DEALER 


Alberto Calabresi 


utes by air, six hours by fast train 
or eight hours by car (but only if 
your car has a St. Christopher, 
otherwise it might take a little 
longer).” # 


Chapman-Nowak Adds 
Augsbury; Boosts Pearson 
Augsbury Oil Co., Ogdensburg, 
N. Y., has appointed Chapman- 
Nowak & Associates, Syracuse, to 
handle its advertising. The com- 
pany retails in seven counties of 
northern New York. 
Chapman-Nowak appointed 
Daniel M. Pearson an account ex- 
ecutive in its public relations de- 
partment. Mr. Pearson formerly 
was with Cayton-Kemper, New 
York public relations company. 


Warren Heads Association 

Richard K. Warren, publisher of 
the Daily News, Bangor, Me., has 
been elected president of the New 
England Daily Newspaper Assn. 
Also elected are H. M. Peterson, 
Herald, New Britain, Conn., vp; 
| Stanley Black, Times, Pawtucket, 
|R. L, secretary, and Charles A. 
|Fuller, Enterprise, Brockton, 
Mass., treasurer. 


| Advertising Club of Toledo. Other 
new officers include Nelson Ran- 
|dall, Toledo Edison Co., Ist vp; 
|Lynn Adolph, Hospital Service 
| Assn., 2nd vp, and Mrs. Patricia 
Taberner, Toledo Area Chamber of 


“Inter-Locked" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 


Commerce, secretary. 


NATIONAL JEWELER 
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First Place in Editorial Excellence 
First Place in Circulation 


BPA Reaching 40% more retail jewelry 
me stores than any other medium 


alional 


630 Fifth Avenue New York Circle 6-2567 


SERVICE is the backbone of our business 


ay Oo W, more than ever, 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, R. 0. P. Color Mats, and 
PACOTYPES (solid copper duplicates of originals) 


WHERE DO YOU GET BETTER SERVICE THAN AT Pad? 
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C. Cobak Disagrees with E. Kobak on 
Scrapping the Agency Commission System 


grown because of it and to do | Share. Al Frey would be the last 


To the Editor: As one advertis- 
ing Cobak to another (Kobak) I'd 
like to say that the only thing 
we agree on is the pronunciation 
of our names. Even the spelling is 
different...as are my 
scrapping the agency commission 
system. 

To suggest ending media com- 
missions to advertising agencies is 
like asking doctors to give up 
their fees and start charging com- 
missions, or to get paid for keep- 
ing their patients well as I un- 
derstand they do in China. 

True, the commission system is 
not perfect, but what is? And 
surely it has stood the test of time 
as a great American institution. 
Advertisers and media alike have 


ideas on) 


away with it now and substitute 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


from hand to hand, there is always 


|a likelihood of someone reaching 


into the pot for more than his 


person, I am sure, to suggest that, 


something untested and still un-| U%der the fee system, this or other 
popular could hardly be called|  P@ay-offs” would cease. 


good business. 

What fairer way to charge a 
client for our services than on a 
percentage system of how much 
he actually spends. By this age- 
old method all advertisers pay the 
same rate, whether large or small. 
Whether rebating occurs or not— 
whether it is legal or not—is 
something else. Those who engage 
in it must, of course, live with 
their own consciences. And no 
system yet devised by mere man 
has found a way to keep every- 
body honest. Wherever large 
amounts of the folding stuff pass 


I’m in favor of keeping the 
agency commission system and| 
retaining the 15% commission. As | 
prices for various media rise or} 
fall, the agency’s income remains | 
about the same. The advertiser | 
usually has so much to spend, and} 
his spending will follow a definite | 
pattern, as will the agency’s profits. 


#y ale Pt oa ee ee, 
SPR eae yang en rae, 


made it what it was before the 
boom lowered, and they’re still 


In some cases where more than| there. 


advertising is done by the agency | 
|for the client—where merchandis- | 


As all of us know, agencies are 
people. I think that the other 


ing, research, promotion, public | Ludgin alumni will bear me out 


relations and other related serv- 
ices are rendered—a fee system 
can be worked out between the 


when I say there is no finer agency 
staff anywhere than the people at 
Ludgin who are now doing great 


Keep America prosperous by buying American products. Remember, when you buy cheap foreign 
products, you get inferior merchandise and create unemployment in this country, resulting in lack 
of business. These newly designed Airflex Bands cost a few pennies more, bu! what a difference! 
They have been appraised by one of the largest watchmakers as among the finest in quality and 
construction. Available in stainless steel and gold-filled. 


Top Media for Inquiries... 
DIRECTORIES 


HELP SALESMEN. 


do less 
of this 


and less 
of this 


and more 
of this 


INQUIRY follow-ups produce four times more sales than 
regular calls. Directories, pulling 22% of original buying 
inquiries, top all media in this vital respect. 

MacRAE’S 21,500 industrial circulation covers more 
points of industrial purchasing per issue than any other 
directory . . . 25% more than the second directory, 67% 
more than the third directory in the field. MacRAE’S 
reaches most planners and decision makers. 53% of current 
Blue Books go to Engineering, Production and Manage- 
ment executives, 38% to Purchasing Directors. Your ad in 
MacRAE’S keeps your product in 
this pre-purchase planning all year 
at less cost per thousand prospects 
reached than any other directory 
offers. Reserve your 59 space now. 


Write for free folder: 
FACTS FOR BUDGET PLANNERS 


NMacRAE’S 


BLUE BOOK 


18 East Huron Street 


Chicago 11, Illinois 


ment are received by July 1, 1958. 
MacRAE'S BLUE BOOK 
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interested parties. No respectable 
advertiser expects his agency to 
work for him for nothing. And I, 
for one, have never found it nec- 
essary to do so for any of my cli- 
ents. I even tell my clients that it 
pays them to take me out to din- 
ner because then they know the 
cost...But if I take them out 
they’ll never know. 

Let’s not kid ourselves. Some- 
lone long ago said: “You get only 
what you pay for.’ That is just as 
true today—and for those of us in 
advertising—as it ever was. 

George J. Cobak, 

President & General Manager, 

Cobak-Jessop Advertising Co., 

Akron. 


Mr. Cobak refers to Edgar Ko-| 


bak’s statement, AA, Page 1, April 
21. 


‘No Finer Agency Statt 
Anywhere—than at Ludgin’ 


To the Editor: I'd like to add a 
back-page word to the front-page 
publicity Earle Ludgin talked 
about in his house ad (AA, May 
26). 

Some of that publicity was about 
the people who have left Ludgin 
recently. As a Ludgin alumnus my- 
self, may I point out that almost 
all the best ones are still there. 

Ken Mason, Florence Murdoch, 
Ed Chapman—three of the finest 
writers in Chicago. John Will- 
marth, Henry Billsten, Charley 
Starr—no agency is richer in art 
direction. George Rink, Walter 
|Riddell, Ralph Whiting—account 
|supervisors with many years of 


/successful experience guiding the| 


| advertising of top names in a vari- 
ety of fields. Jane Daley and 
Claire Callahan—pioneers and ex- 
| perts in tv administration and pro- 
| duction. Ed Ernstein, Bernie Nagel, 


| Bill Wold—achieving the highest lected as Fathers of the Year at! | 


| standards in print production. 
| This is just capricious naming, 
because there are other equally 
shining stars in every department 
|of the Ludgin operation. They 


work for existing clients in many 
fields—and are available to do the 
same for others. 

And all of this is presided over 
by the greatest gentlemen in the 
profession, Earle Ludgin himself. 


and highly creative agency should 
have fallen on such difficult times 
is hard to imagine. I have yet to 
hear a reason that reflects poorly 
on the agency. And judging from 
what you hear “on the street,” 
just about every adman in Chicago 
is pulling for Ludgin to recover 
quickly. 

| Me too. 

| Ludgin Alumnus. 


All Mixed Up on 
Father's Day 

To the Editor: I think the time 
has come for the promotion indus- 
try to ask the National Father’s 
Day committee what they are try- 
ing to prove. 

In this year’s selections of Fa- 
thers of the Year there are not 
enough children involved to havea 
quorum. Leaving out Victor Borge, 
TV Father of the Year, who has 
five children, none of them have 
more than two children. The Liter- 
ary Father of the Year, Martin 
Mayer, has only one child. 

To further confuse their pur- 
|poses, the National Father’s Day 
committee has selected Howard 
Duff and Ida Lupino as husband- 
and-wife team of the year. Could 
it be that their subconscious ideal 
is a childless father? 

While the committee was kind 
enough to give a $100 savings bond 
to John Eckert, 82, who has 92 
| grandchildren, they named Walter 
Brennan, who has ten grand chil- 
dren, as Grandfather of the Year. 

Since 1942 the committee has se- 


|least six fathers with one child— 
' perhaps more. This sort of thing 
can depopulate the nation. The 
only figure I could find on the 
subject was 3.2—that’s the number 


S acal 


| You, too, can get 
| | help in 


Max Weir, District Sales Representa- ee a 
tive for the Shell Oil Company says “The = 
Muncie Newspapers have always co-oper- on” 
;  atetl with us in every phase of publicity, 
| :° merchandising and marketing.” 
ey Nothing more need be said. 
Why don't you use these two great 
Eastern Indiana Newspapers? iS 


‘The MUNCIE STA 


Representatives: 


ebreotwe merchandising 


Muncie, 


1E EVENING PRESS 


Kelly-Smith Company 


| Just why such an outstanding | 


| 
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| Advises Selling on Merit— 
Not Politics 


To the Editor: Here is my nom- 
jination for “Advertising We Can 
|Do Without.” 

Just one comment: If this ad- 
|vertiser’s product has so little 
merit that he must sell it on the 
basis of it’s anti-American not to 
| buy it, then he should get out of 
'the watchband business and try 
selling Volkswagens and Hillmans. 
At least these are sold on merit, 
not politics. 

Francis D. Fraser, 
| Erwin Wasey, Ruthrauff & 
| Ryan Inc., New York. 


of children a couple need to re- 
produce themselves through an- 
other generation. 
| Apress release from the Father’s 
Day committee tells me that a Mrs. 
Dodd of Spokane, Wash., started 
Father’s Day to honor her own 
father who raised six motherless 
children. Mr. Smart, Mrs. Dodd’s 
| father, wherever he might be, must 
| be having hysterics over the antics 
of our Father’s Day committee and 
,its selections. 

I don’t think even the Planned 
| Parenthood groups approve of the 
committee’s subtle propaganda, be- 
cause this isn’t planned parent- 
hood, it’s planned non-parenthood. 
| All I can say is, if you have more 
than two children in the house, 
|forget Father’s Day—it’s not for 
you. You’re overdoing the Father 
bit and deserve no recognition. 

Wm. J. Appel Jr., 
Mannie R. Klein Advertising, 
Washington, D. C. 


_Lamplighter Brings Its 
'Humor Overseas 

To the Editor: On. Page 70 of 
your May 19 issue, Donald Shaw 
of Meadville, Pa., cites a Lamp- 
lighter gin ad which appeared in 
Punch as “Advertising We Can Do 
Without.” 

With due respect to Mr. Shaw, 
|I think the ad should be cited as 


| 


| 
| 
| 
| | 


The English Drinking Public 
recovers from its staggering loss 


| Fiet Club Meriter 
Second Club Member: 


| Furst Chub Member 


Sevond Club Member, Not » 


Lamplighter Gin 


an example of “Advertising We 
Should Have More Of.” Although 
it apparently escaped Mr. Shaw 
altogether, the ad evidences a sub- 
tle freshness of humor that cer- 
tainly excells the stereotyped 
brashness of far too many Ameri- 
can ads. Whenever the time 
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comes that we cannot laugh at) No. 1 shows our metal wire stand.| speak “English”—y’know, that gaff 

ourselves, we have lost a most! In the description you gave | the old-timers talk. 

priceless ingredient of happiness.| Western Printing & Lithographing; But I know Dad’s way off the 
Mr. Shaw will probably be) Co. the credit as the producer. This| beam, because I been readin’ those 

shocked to learn that Lamplighter|is incorrect. The stand was de-|clothin’ ads, as I say, and I speak 

ads in this same theme (see en-|signed and produced for us by/ the same way they do. 

closed) are being used in The) Johnston & Associates of Kalama-| It’s so embarrassing to have a 

New Yorker. In other words, their|zo00, Mich. I do not know how | Dad who speaks English, I have to 

jibes are intentional and, in my| Western Printing got the credit for | get Mom to kick him upstairs when 

opinion, intriguing enough to per-| it but I would like to clear up this|Sally-Anne comes over to our 


comment regarding the spelling of 
“youse” and, as I frequently do, 
I turned to my Webster’s New In- 
ternational Dictionary, 1923 edi- 
tion, and find Mr. Cody perfectly 


|correct as I had suspected. 


I am sure The Creative Man 
simply forgot to make a routine | 
check of the authority in this case, 
but I thought I’d point it out so 


suade many martini lovers to 
specify Lamplighter on their next 
trip to the liquor store. | 
Graham Porter, 
Prairie Village, Kan. 

. . 


Cites Real Estate Ad 
As a ‘Giant Stride’ 

To the Editor: We are subenit- | 
ting the enclosed ad in the belief | 
that it represents a giant stride in| 
local real estate advertsing ... | 


The negative approach has re- | 


| 
| 


WHO | 
NEEDS 
IT? 


sulted in very positive sales fig- | 
ures. | 
The ad ran in the New York | 
Times May 4, 1958. 
Alvin Preiss, 
Preiss & Brown, New York. 


‘No Criticism...’ 

To the Editor: “Advertising’s PR 
Problems Have Not Been Solved,” 
in your issue of May 12, was an ex- 
cellent editorial, but apparently 
you didn’t look back a mere matter 
of four pages to Page 11 in the 
same issue when inserting it. 

The ad on Page 11 for Radio Sta- 
tion WMGM is a mirror image of 
advertising ogres as painted by ad- | 
vertising’s critics. Can we in ad- 
vertising truthfully cry shame at 
our critics when our own voice 
publishes an ad so starkly depict- 
ing the martini drinking, urbane 
ogre whipped up by our critics? 

This is no criticism of that hal- 
lowed and much cherished drink. 
Unfortunately for the defenseless 
martini, it has become the sordid 
symbol of the imaginary mind ma- 
nipulator. Isn’t it time that the in- 
dustry took a good look inward at | 
itself before throwing buckshot at 
its critics? Such ads unfortunately 
give substance to the image. Level- 
headed pr minded admen will} 
thank fate that it appeared in their | 
own news voice and not outside for | 
general readership, where the crit- | 
ics could immediately pounce on it | 
as grist for their hate advertising | 
campaign. 

If we in advertising really want | 
to make a shambles of the cam-| 
paign, we had better damn soon | 
purge from our own thinking the, 
images around which the campaign | 
is built. 

Martin J. Rodgers, 

Assistant Advertising Manag- | 

er, G. Krueger Brewing Co., 

Newark, N. J. 

} 


Clarifies Production of 
Johnson Display Stand 

To the Editor: In your April 14 
issue on Page 69 you show a num- 
ber of point of purchase displays. 
In the bottom panel, illustration 


|drivin’ a Jaguar now, and takin’ 
|out a real dreamy Vassar babe. 


error. place. 
R. E. Davies Jr., | But I guess it’s the same all over 
Advertising Production Man- —you can always tell a wrong Dad 
ager, S. C. Johnson & Son Inc., | by the way he speaks. 

Dave (“right thinkin”) Wilken, 


Racine, Wis. 
a * Victoria, Australia. 
o o 


Dress Right, Speak Right— 
How’re Things? Cody Has Another Backer 
To the Editor: I been readin’ To the Editor: I frequently find 
those ads that keep tellin’ us kids your Creative Man’s analyses of 
to dress right, because, they say, | ads interesting when he keeps the 
we can’t afford not to. |issue clear and doesn’t try to out- 
I been gettin’ on real swell put- | expert the experts. But his detailed 
in’ on all those square clothes. I’m | (and erroneous) analysis of Mr. | 
Cody’s ad on April 14 leaves me 
no choice but to call him on this 
But now I struck trouble. Would | one. 
you believe it—my Dad’s pickin’) Being a copywriter (and for- 
at the way I speak. He says I can’t;merly journalist) I noticed his 


that he wouldn’t worry my eyes 
with bald statements such as “It is, 
rather, pronounced ‘yowce’.” 

The reference to “youse” 


the 1923 edition. 
Donald R. Borthwick, 
Grant Advertising Inc., Detroit. 
_ a 


‘Swiping’ by Any Other 
Name Is Just as Sweet 
To the Editor: This refers to Mr. 
Randolph’s “Advertising We Can 
Do Without” letter, AA, March 24. 
One of the basic tenets of retail 
advertising layout (although not) 
mentioned in advertising text-| 
books) is “direct plagiarism.” 
Most retail store art departments 


Cia. Riera, Toro & Van Twistern, S.A. in Havana, 
Cuba, is exclusive distributor for almost 100 U.S. 
jirms in many fields ranging from agricultural 


equipment to paper products. Th 
pany’s executives find TIME La 


(pro- | 
nounced yooz) is on Page 2366 of | 


83 


call it “swiping,” and it is an ex- 
tremely common practice. 

Of course, the Saxony folks 
might have used at least a modi- 
cum of originality and changed the 
design of the ring. 

Earle M. Levine, 

Advertising Copywriter, 

NEGEA Service Corp., Cam- 

bridge, Mass. 


Marie does it 


FASTER... 


complete mailings, multi- 
graphing, nny a 
ing, addressing, fill-in on 
meMerepnes letters, 
paaseee ing. 

: .__ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 
The Soa 
431 S. Dearborn Street, 5, Ul. 


ts successful com- 
lin American an 


extremely effective advertising medium. 


On the first line of selling in Latin America 


... the First Magazine is TIME Latin American 


Mr. Felix J. Riera, president of the company: 

“The effectiveness of TIME Latin American’s ad- 
vertising pages is well known to me from personal 
experience. I know that TIME is read avidly by 
Cuba’s highest ranking businessmen. 


“Our company, formed in 1910 primarily as com- 
mission merchants, now represents almost 100 
American firms with widely ranging products. 


“Because of broad diversification we cover many 
different markets for our principals and ourselves. 
Many of the companies we represent advertise in 
TIME Latin American and their advertising pro- 
vides us with many leads. Often the sales we make 
in one division lead to sales in another.” 


In Latin America, more distributors read TIME regularly than any other magazine. 


AMERICAN 
EDITION 
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Smith Tingle 


OUTDOORS AT NBP—The spring meeting (AA, June 2) of National Business Publications 
found Richard P. Smith, W. R. C. Smith Publishing Co., new NBP chairman, and Leon- 
ard Tingle, Progressive Grocer, retiring NBP treasurer, chatting in the gardens. Bermu- 
da shorts fans included James Mulholland Jr., Hayden Publications Corp., and Robert 


Mullholland Hartford 


Kneisly 


O’Brien K. Jones 


mo a mS 


Feldman C. Jones 


Hartford, Machine Design. Also in the group were Dick Kline, Gardner Publications; 
N. McK. Kneisly, Irving-Cloud Publishing Co.; Richard H. O’Brien, Rogers Publishing 
Co.; Kenneth Jones, Hugh C. MacLean Publications; Robert Feldman, Publishing 
Industry Group Insurance Fund, and Charles Jones, Boating Industry. 


Harper Eiserer 


NBP PERSONALITIES—At left are new officers of National Business Publications. They are 
Richard P. Smith, W. R. C. Smith Publishing Co., chairman; Robert E. Harper, presi- 
dent; M. E. Herz, Modern Medicine Publications, and Louis J. Perrottet, Gage Publish- 
ing Co., vice-chairmen, and Leonard Eiserer, American Aviation Publications, treas- 


Smith 


Herz Perrottet 


Hook King 


Henaghan Schmaeding 


Kennedy Rice 


urer. Next are George Hook, Iron Age; Lansford King, Chilton Co.; W. B. Henaghan 
and Carl Schmaeding, Vari-Typer Corp.; Taylor Kennedy, Irving-Cloud Publishing 
Co., and Arthur Rice, Technical Publishing Co. The photos were taken at the NBP 
annual spring meeting held in Asheville late in May (AA, June 2). 


Coke Is Most Advertised Product in World; 
‘57 Budget Hit $40,000,000, Lee Price Says 


New York, June 3—‘“Coca-Cola 
today is the most heavily adver- 
tised single product in the world. 
In 1957 we and our bottlers spent 


in excess of $40,000,000 for adver- | 


tising. 

“Coca-Cola Co.’s net profit, after 
taxes, in 1957 amounted to approx- 
imately $30,000,000. 

“Coca-Cola is being sold in 104 
countries and we have the distinc- 
tion of dealing in more countries 
at one time and on a larger scale 
than any other trader in history.” 

These statements were made 
here last week by Lee Price, vp 
of the Coca-Cola Co., in a talk be- 
fore the Young Executives in Sales 
Club. 


# “In 1957,” Mr. Price said, “58,- 
000,000 Cokes a day were sold in 
1,800,000 places in the U.S. alone. 
These outlets were serviced by 
over 10,000 Coca-Cola cars and 
trucks which daily move on the 
highways of every state and on the 
streets of every city and town in 
the land. 

“Our many syrup factories, the 
1,150 locally-owned bottling plants 
in America, and the 600 plants 
overseas use vast amounts of ex- 
pensive machinery, containers, au- 
tomobiles, trucks, refrigerators, 
glass, food ingredients, steel, chem- 
icals, lumber, etc., so we are a 
customer of many different pro- 
ducers and distributors. For exam- 
ple, we use 3,000,000 Ibs. of sugar 
every work day; we buy between 
1,000,000 and 2,000,000 glass bot- 
tles, and use about 1,000,000 metal 
coolers, yet we manufacture no 
sugar, glass bottles or refrigerators. 


s “The formula for Coca-Cola,” 
Mr. Price said, “is a secret and 
after 72 years the secret is still 
complete. No competitor has ever 


matched it. 

“The water you are drinking 
probably tastes pretty good, but 
our New York bottler, or any other 
bottler, wouldn’t think of using 
any local water without an elabo- 
rate purification treatment. 

“Since Coca-Cola, by and large, 
is bought on impulse,” Mr. Price 
said, “it is a repeat item and a 
sale lost once is lost forever. For 
these reasons, our advertising must 
not only have universal appeal and 
charm, it must also depict ideal 
situations of all types in which 
people can visualize themselves 
drinking Coca-Cola. Our advertis- 
ing must be continuous, for our 
markets are a passing parade con- 
stantly changing, and we also 
know that human memory is short, 
especially when there are so many 
new products every day competing 
for attention. 


s “We know also,” Mr. Price said, 
“that our advertising imust be 
everywhere. We must literally fol- 
low you all through the day with 
prestige advertising to sell you, if 
you are not already sold on Coke, 
or use reminder advertising if you 
are. 

“*To be ever present and never 
offensive—to be welcome every- 
where, to sell without irritation’ is 
our aim. Toward this end, our com- 
pany and our bottlers have spent 
hundreds of millions of dollars over 
the years. Our advertising has been 
expensive, of course, for it has 
been designed to reflect the quality 
of our product. But it has been 
said that ‘it is not the habit of suc- 
cess to count the cost of achieve- 
ment’.” 


s Commenting on the future, Mr. 
Price noted that the company’s 
management knows that the mar- 


ketplace is constantly changing, 
and that it must therefore be vigil- 
ant, flexible and always alert to 
developing opportunities. 

“We recently secured the serv- 
ices of a new advertising agency to 
coordinate our worldwide activi- 
ties.” (Coca-Cola moved its adver- 
tising account on March 31, 1956, 
from D’Arcy Advertising Co., 
where it had been for almost 50 
years, to McCann-Erickson Inc., 
and by so doing integrated its do- 
mestic and international advertis- 
ing.) “We have introduced new 
package sizes—the King and Fam- 
ily sizes; we have introduced ‘pre- 
mix’ an entirely new package con- 
cept designed to enable operators 
to sell large amounts of Coke 
through smaller and lighter equip- 
ment, self-contained and highly 
mobile; we have introduced new 
and improved types of coolers to 
expand our industrial and route 
markets; we have reorganized our 
selling organization; we have in- 
creased the scope of our market 
research; we have enlarged our 
testing programs for evaluating not 
only ideas, but actual sales promo- 
tion and other marketing programs. 
And we are testing new products 
with an open mind, so that when 
and if it should be to our advant- 
age, we will, as before, broaden 
our base accordingly.” # 


Ketchum, MacLeod Adds Thew; 
Appoints Gretzler, Wilson 

Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed to 
handle advertising for Thew Shov- 
el Co., Lorain, O. The account was 
formerly handled by Thomson 
Advertising, Peoria, Ill., which re- 
signed it because of a conflict with 
another account. Thew manufac- 
tures the Lorain line of power 
shovels, draglines, cranes, hoes and 
clamshells and the Thew front- 
end loader. 

Ketchum, MacLeod has trans- 


ferred Norton T. Gretzler, an ac- 
count executive in the radio-tv de- 
partment, to its New York office 
where he will supervise radio and 
tv activities. Walter K. Wilson, 
formerly a member of the infor- 
mation department staff of the 
Pittsburgh Group Companies of 
the Columbia Gas System, has 
been added as a public relations 
account executive in Pittsburgh. 


Twin Cities Group Buys KSO 

KSO, Des Moines radio station, 
has been purchased by a Min- 
neapolis-St. Paul group composed 
of Larry Bentson, E. R. Ruben, Joe 
Floyd and Tony Moe. Messrs. Bent- 
son, Ruben and Floyd own and op- 
erate WLOL, Minneapolis; KELO 
and KELO-TYV, Sioux Falls, S. D.; 
KPLO-TV, Reliance, S. D., and 
KDLO, Florence, S. D. Mr. Moe, 
who will serve as general manager 
of KSO, has been associated with 
WCCO, Minneapolis. 


Goebel Joins Compton 

Richard E. Goebel has been 
named administrative assistant in 
the San Francisco office of Comp- 
ton Advertising. Mr. Goebel re- 
cently returned to San Francisco 
from Phoenix, where he was 
southwestern manager and a mem- 
ber of the national plans board of 
Arthur Meyerhoff & Co. Most re- 
cently he was management con- 
sultant to Garfield Advertising. 


Ohio AMA Elects Arnot 


Jane E. Arnot, market research 
analyst of the Textileather division 
of General Tire & Rubber Co., To- 
ledo, has been elected president of 
the Northwestern Ohio chapter of 
the American Marketing Assn. 
Other officers are Philip A. Sin- 
clair, Electric Auto-Lite Co., vp; 
A. L. Dickerson, Ohio Oil Co., sec- 
retary, and William A. Hamilton, 
Libbey-Owens-Ford Glass Co., 
treasurer. 


New Push for Folger’s Instant 
Will Say ‘Wake Up, Joe’ 

“Wake Up, Joe!” will be the 
theme of an intensive campaign in 
Southern California by J. A. Fol- 
ger & Co., for Folger’s instant cof- 
fee, handled by Brooke, Smith, 
French & Dorrance, San Francisco. 
The new push will follow up Fol- 
ger’s “Wake Up and Live” cam- 
paign which has been running cur- 
rently in northern California. 

The “Wake Up, Joe” campaign 
will blanket 13 major radio sta- 
tions with spot saturation over a 
five-week period. The campaign 
also will utilize 24 newspaper ads 
in 18 major Southern California 
newspapers. 


McGavren-Quinn Adds Three 


McGavren-Quinn Corp. has been 
appointed national representative 
for KJR, Seattle; KNEW, Spokane, 
and KXL, Portland, Ore. The sta- 
tions previously were represented 
by Branham Co. except in the Los 
Angeles and San Francisco areas, 
where they are handled by Mc- 
Gavren-Quinn. Formerly a West 
Coast representative, McGavren- 
Quinn recently purchased Burke- 
Stuart Co. and opened New York 
offices. 


FPRA Publishes Booklet 

The Financial Public Relations 
Assn. has published a booklet on 
advertising research for banks. The 
32-page booklet, “Testing the Ef- 
fectiveness 6f Bank Advertising,” 
is available from FPRA at 231 S. 
LaSalle St., Chicago, for $1 a copy. 


Featherston Joins Cain 

Robert E. Featherston has been 
named manager of the Galveston 
office of Cain Organization Inc., 
Dallas public relations company. 
He formerly managed the office of 
the Trade Associations Information 
Committee in Washington. 
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Nielsen Network TV 
Two Weeks Ending May 10, 1958 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Sealy Maps Summer Push 
Sealy Inc., Chicago bedding 
manufacturer, is planning a major 
ad push in magazines this summer 
in support of its Golden Values 
sales throughout the summer 
months. Better Homes & Gardens, 
Life, Living for Young Homemak- 


a six-piece Ekco knife set. J. Wal- 
ter Thompson Co. is Sealy’s agen- 
cy. 


John Plain Opens N.Y. Office 
John Plain & Co., Chicago, has 

opened a New York and New Eng- 

land sales office for its premium 


Kelly-Smith Moves in N.Y. 
Kelly-Smith Co., newspaper rep- 

resentative, has moved its New 

York office to 750 Third Ave. 


Bring your records 


READY! oy "%o "leo. 1. "58 
BLUE BOOK BUS. PAPER ADVERTISERS 


Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccsssssseseersereeseeneenee 18,834 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........:cccccccseseseeeee 17,071 
3 Ed Sullivan Show (Mercury, Kodak, CBS) ..........ccccccscsssesssesesessseeeseeseenecnusenee 15,007 
4 eR i, CII, CIID ca, ed icabecttatncaisonncesbsavnbinsvoctoussoanntzone 15,007 
5 Danny Thomas Show (General Foods, CBS) ..........cccccccccesseeseesseeeseeeeenseeneeees 14,663 
6 Perry Como Show (Several sponsors, NBC) ..........:c:ccccseessssesseeseereeeserseneenees 14,620 
7 Have Gun, Will Travel (Whitehall, Lever, CBS) ................ccccccccccececeeeereeees 14,405 
8 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ..............00cccccceceeeeseeeee 14,362 
9 Restless Gun (Warner-Lambert, NBC) .............:cccccsssssscsssseseeeecseeeeeseeeeeeenee 14,319 
10 Se TD 0a caeacaensanentisiotepensanaanenanbe 13,674 
PROGRAM POPULARITY+ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......c.cccccccccesscscesensenseeneens 44.9 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........cccccscesescesseneeees 40.8 
3 Ed Svuilivan Show (Mercury, Kodak, CBS) ......cccccccrcscssscsscccssssscssescsenscssonense 35.7 
4 I've Got A Secret (R. J. Reynolds, CBS) 
5 a: Sy I, ID oc a iiccsccsévnencvosssncascsssidsivecosnnisessoepeenied ¥ 
6 Danny Thomas Show (General Foods, CBS) ...........ccccccccccesssesesseeeeeeeseeeneeeeneee 35.1 
7 Perry Como Show (Several sponsors, NBC) ...........cccccccccsesseeseceeerseeneeeeneeensees 34.8 
8 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............cccccccceceseesesseeeenerenens 34.6 
9 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) .0.........ccccccccsceesseeeseeeeeenees 34.5 
10 ee Se Is TI eaters cescsdssticreneiesctvicenveeocsntnsssacssiesnes 34.3 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccescesseenseneeneens 17,931 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............ccccccccseseeeeeee 16,039 
3 a a ee GE, Fy a BED cpiceceict csc vaecesspresesnesenccenpesnorsssocsesceveies 13,932 
4 Danny Thomas Show (General Foods, CBS) .............ccccccesseessessseeneenseeeeneees 13,717 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ...............cccccccccceceeesccenseeeees 13,674 
6 Bebe, Gite CINE, DEI) cccesiccescccocccccssensccessanseescccenssesncessceseerne 13,158 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..........:cccccsssseseseeeeeee 12,642 
8 Fa TI ID. ecatesecarciccincrncca coscccencneseieerensnesasssccamnaest 12,513 
9 Oe Pe CI I, TD acc citeetdacecccecencdsccccenssesecuncoecacecsscccscenns 12,470 
10 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ..............cccccecceesceeeeeeeee 11,782 
PROGRAM POPULARITY+ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccccecsseseesseessenseeeeenes 42.8 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............cccccsceesseseeeeees 38.3 
3 I’ve Got A Secret (R. J. Reynolds, CBS) 
4 Have Gun, Will Travel (Whitehall, Lever, CBS) ..........cccccccccccccceeeeeeesseeceeeeeee 
5 Danny Thomas Show (General Foods, CBS) ...........ccccssssssssscereeeeserserseeenenees 
6 a ar CG iio cacsercncncosccscasosnssscepbaneionentianesnanenne 
7 Wyatt Earp (General Mills, Procter & Gamble, ABC) 
8 he RRR REE Ps Si Earp ago 
9 Twente (PMMPASCOUTCNG, FERC) .....cccccecscccccscescccvcvesescosesccrsnssscssssoserssesooes 
10 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ..........ccccccccscssssseeeeseneeeneees 


* 


five minutes. 


Homes reached by all or any part of program except for homes viewing only one to 


** Homes reached during average minute of the program. 
+ Percented ratings based on tv homes within reach of station facilities and by each 


program. 


Honig-Cooper Adds One; 
Appoints Tolle in Seattle 

Honig-Cooper & Miner, Los An- 
geles, has been named to handle 
advertising for Farmers Insurance 
Group, Los Angeles, a general-type 
insurance company operating in 25 
states, effective Sept. 1. The agen- 
cy has begun a research study pre- 
liminary to recommendations to be 
made in the fall. 

The agency also has appointed 
Jerry Tolle, formerly with Gold- 
blatt Advertising and McCarty Co., 
Seattle, and Chapin-Damm Adver- 
tising, Sacramento, to the creative 
and client service staff of its Seat- 
tle office. The agency also has 
transferred Roger Baccigaluppi 
from its San Francisco office to the 
Los Angeles field service depart- 
ment. 


2 Wisconsin Dailies Name 
Agency, Ad Representative 

Two Wisconsin daily newspapers 
—the Green Bay Press-Gazette 
and the Appleton, Neenah-Men- 
asha Post-Crescent—have named 
Sawyer-Ferguson- Walker Co., Chi- 
cago, to represent them nationally. 
The dailies also announced that 
they will offer a combination rate 
to national advertisers for the first 
time July 1. 

The two newspapers have ap- 
pointed Williams Advertising De- 
sign, Green Bay, to handle their 
advertising. M&M Advertising 
Agency, Appleton, is the previous 
agency for both publications. 


Peterson Becomes Consultant 

Eldridge Peterson, former pub- 
lisher and editor of Printers’ Ink, 
has become an editorial and pub- 
lishing consultant to Thomas B. 
Haire, president of Haire Publish- 
ing Co., New York. 


Barbara Jones Joins Hartman 

Barbara E. Jones, formerly an 
account executive with Blaine- 
Thompson Co., New York, has 
joined L. H. Hartman Co., New 
York, as an account executive on 
packaged food accounts. 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity + Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, III. 
WAbash 2-8419 


Timely! Trend-indtcative !! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


write BRAD-VERN’S (eeltors 


and incentive division at 55 W. 
42nd St., New York, which is 
Plain’s buying office. Richard A. 
Zinn, formerly of the Chicago of- 
fice, will head the new office. 


ers, Modern Bride and True Story 
are on the schedule. Radio and tv 
spots will also be used, along with 
a tabloid mailer that will carry a 
coupon redeemable with $2.99 for 


WANTED 


7:30-7:45 A.M. 


CHET LONG 


alias “Mr. News” 
MALE NEWSCASTER 
Distinguishing Marks: 


17.6 (latest Pulse Rate) 
Influences 1,707,400 Central 


13 YEARS 


Height: 
Weight: 


Ohioans 
Size: No.1 daytime and evening radio show 
in area. 
Characteristics: Public-spirited 


Persuasive 


WBNS RADIO 


CBS = Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 
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How To Win 
Friends And 


Influence Sales 
Ad Cost Ratios Were 
Up in ‘57 for 48% of 


Supers, Down for 21% 


by 
Bert Ferguson 


Exec. Vice-President, 


ATLANTIC City, June 3—Of the 
323 companies which operated the 
4,005 supermarkets participating 
in the 1957 business survey of the 
Super Market Institute, 48% had 

Webster’s dictionary defines power |@ higher advertising expense ratio 
as the “possession of sway or con- |last year than in 1956, it was re- 
trolling influence over others.” This |ported to the SMI _ convention 
capsule definition describes perfect- | here. 
ly the medium that dominates your Curt Kornblau, director of SMI 
sales contact with the am te a research, disclosed results of the 
ea area—Radio Sta~ | nnual survey before the 21st an- 

7 nual sales convention of the insti- 
WDIA AND POWER tute in convention hall before 

How does WDIA exercise a “con- | some 14,000 delegates. 
trolling influence” over the Memphis Mr. Kornblau noted that 31% 
Negro market? First and foremost, of the companies in the survey re- 
WDIA, only 50,000 watt station in |pnorted the same advertising ex- 
oe oe ee heme: |pense ratio as in 1956; 21% 

e re é : 
re eames. Its ail-Negro staff com- showed ne lower ratio. = 
bines powerful personal appeal with The survey indicated that 96% 
high-powered salesmanship. \of the companies advertised in 

What’s more, by an outstanding |newspapers, and 58% used radio. 
program of active civic leadership |49% said they used handbills and 
and public service, WDIA has be- |circulars, and 27% advertised on 
come more than a radio station to its television. 
loyal audience. It is an integral and 
active part of their daily lives. The |ms Of the 323 companies, 37% re- 


Newspapers Still Top-Heavy Favorite 
of Supermarts, Kornblau Tells SMI — 


re 
i) 


| 


SQUAW VALLEY CALIFORNIA 


of each week: 48% listed one day; 
35% two days; 11% three days, 
and 6% between four and six days 
on which they “normally” ad- 
vertise. 

Thursday still ranks as_ the 
leading day for newspaper adver- 
tising, with 77% of the members| 
noting advertisements inserted on 
that day each week. More compa- 
jnies now advertise on Wednes- 
days and Mondays—32% and 
| 26%, respectively—and 20% use) 
|Fridays. Tuesdays were used by 
|11%, Sundays by 8% and Satur-| 
days by 6%. 

Mr. Kornblau said the 4,005 
stores in the survey had a com- 
ibined sales volume of $5.8 billion 
in 1957, and they registered an 
average sales gain of 13% over 
1956, based on reports from the 
same companies. — - 

The survey also took a look into|said supermarket operators must 
the future; Mr. Kornblau said su-|use to an even greater degree all 
permarket operators expected to/the tools of modern scientific sales 
spend some $400,000,000 on ex-j|analysis, from marketing to moti- 
pansion and new construction. vational research. 


READY—More than 20,000 posters 


Colquitt of the games organizing 


# A leveling off in the use of = Dean W. Jones, grocery mar- 
trading stamps was indicated by keting expert in the Chicago of- 
|the survey, which noted that they|fice of the J. Walter Thompson 
lare now offered in 18% of SMI/Co., said the supermarket execu- 


‘ ‘ 
FEVRIER 1969) 3 


LIES Villeme JEUX 
OLYMPIQUES D MIVER 


Advertising Age, June 9, 1958 


a 


in five languages have been dis- 


tributed throughout the world to publicize the Olympic Winter 
Games to be held in California’s Squaw Valley in 1960. Here, Sarah 


committee at San Francisco tacks 


up a French poster. 


top U. S. and Canadian supermar- 
ket operators for outstanding 
newspaper advertising during 
1957. The awards, presented by 
William B. Carr, advertising di- 
|rector of McCall’s, went to com- 
|panies in each of three dollar- 
volume classifications, as follows: 


|@ Greatest advertising contribu- 
“More for all” 


Negro listener responds with undi- 
vided listenership and staunch loy- 
alty—he first listens to WDIA, then 
buys! 


WDIA AND COVERAGE 


member stores—about the same 
vertising media in 1957, including| percentage as in 1956. Some 95% 
outdoor, bus advertising, movie|of those not now giving stamps 
theater benches, matchbooks, cal- | said they won’t do so in 1958, 
endars, welcome wagons and pub-| while the other 5% were undecid- 


: 
| ported using one or more other ad- 


|tion to SMI’s 

theme—Jewel Tea Co., Melrose 
Park, Ill. (high volume); Grand 
Central Markets, Salt Lake City 
(middle volume), and George’s 


tive must learn to “think female” 
| when he is developing advertising 
or merchandising programs. 


@ Secretary of Agriculture Ezra| 


Low Negro newspaper and maga- |lications of schools, churches, 
zine readership means you can’t |clubs and civie groups. 
reach the Memphis Negro with these Mr. Kornblau said newspapers 
media. Low percentage of set Own~ | continued to maintain their posi- 
se pe a eee Pot | tion as by far the most popular 
oS a eo B i medium for advertising-—89% of 
tremendous impact, complete cov- . - Ag he = 
erage, intense loyal support—it takes | the membe rs having —" more 
WDIA, most powerful and far- |™Money in newspapers than In any 
reaching medium in the market! lother medium. 80% said they 
And what a market WDIA covers! |spent more on newspaper adver- 
WDIA reaches 1,237,686 Negroes. |tising than on all other media 
That’s almost 10% of the Negro|combined, and 52% spent more 
population of the entire country—|than 75% of their total advertis- 
the largest market of its kind in the nes measenieteliReeredies tims ebtientiinasion 
world! And WDIA literally delivers 5 ope “ iSwspapers. 
Handbills and circulars were 


it to you as a unit! 
rated the most important adver- 
WDIA AND SALES 'tising medium for 9%, “radio and 

So much for motivation and cov- | other” for 1% of the companies. 

erage. Is the purchasing power 
there? Yes indeed, in a big way! 
The Memphis area’s sound, booming 
economy is based on commerce and 
industry as well as agriculture. A 
vital contributing factor to the re- 
gion’s growth, the Negro is steadily 


s Breaking down the newspaper 
advertising picture, Mr. Kornblau 
jreported that more than half of 
ithe companies using that medium 
advertised on more than one day 


ed. |Taft Benson told the delegates 
that “there is no recession in ag- 
|m Charles Lipscomb, president of|riculture.” He said he expects 
ithe Bureau of Advertising, ANPA, | some decline in the prices of cit- 
|told the convention that seven of|rus fruits, cattle and hogs in the 
ten women refer to newspaper |near future. 

advertising before purchasing Innovations among the 420 ex- 
\food. He added that the problem/hibits included the first complete- 
of the supermarket is not to|ly new wrap designed especially 
\“‘whip” advertising, but to learn 
to improve it. 

“By 1965, Americans will be 
spending about $105 billion in| 
food, compared with the $81 bil-| # General Foods had three new 
lion they spend today,” he pre-|products on display at the show— 
dicted. “Population increase will}a new Swans Down cake mix 
account for 17% of it. The re-|called Lemon Chip angel food; an- 
jmaining 83% will come through |other, called Swans Down Instant 
changes in America’s food habits orange-coconut cake mix; a third, 
—more processed and convenience |Jell-O-Chiffon pie filling, choco- 
foods.” | late. 

Urging that “advertising must} General Foods’ exhibit person- 
project the image of your house-jnel said page ads are scheduled 
{wide prospect,” Mr. Lipscomb |for Life and women’s magazines, 
along with commercials on se- 


| 


shown by American Viscose’s film 
division, called Avisco 300 Reo. 


elevating his standards of living, 
his income, his buying power! 
Negroes—who comprise 40% of the | 
Memphis market—have a startlingly 
higher comparable income than 
Negroes in any other area in the 
country! In a recent survey of 129 
cities, Memphis ranked first in ratio 
of total Negro to total white income. 


lected GF-sponsored national 
daytime tv shows to kick off the 
‘promotion on the new filling. The 
| product was on display at the GF 
booth here. 

. Westinghouse showed several 
/new products and merchandis- 


The Memphis Negro earns $28.79 
for every $100 of white income. 
Quite a contrast with the $7.89 of 
Negro income for every $100 of 
white income in Chicago . . . $8.72 
for every $100 in Philadelphia. 

Last year Negroes in WDIA’s big | 
listening-buying audience earned 
$616,294,100, and spent 80% of this 


Ontil we work for. YoU, 


‘ing techniques, including its line 
|of Beauty Tone light bulbs which 
d | combine color with light. 

= Fels & Co. showed two new 
|products—a dishwashing deter- 
|gent and a liquid household clean- 


WD ---------------- 


income on consumer goods. 

Is it any wonder that WDIA con- 
sistently carries more national ad- 
vertisers than any other radio sta- 
tion in Memphis? The list includes 
such year-round advertisers as: 
COLGATE-PALMOLIVE COM-| 
PANY ...BC HEADACHE REM- | 
EDY .. .WONDER BREAD ... 
FORD MOTOR COMPANY... .| 
LIGGETT & MYERS TOBACCO 
COMPANY ... PROCTER & GAM- | 
BLE .. . WRIGLEYS SPEARMINT | 
GUM ... MILLER’S HIGH LIFE 
BEER. | 

We'd like to tell you about proof | 
of performance in your own line. 
Drop us a line today. Let us show 
you how WDIA can be a high pow- 
ered selling force for you .. . in this 
big buying market! 

WDIA is represented nationally by 
John E. Pearson Company. 


(COLOR AND 


EGMONT SONDERLING, President 


HAROLD WALKER, Vice-President, Sales 160 


— youll tind 
Well een break par. 


On every job we do !”% ) 


—__>__ 
~ Thomas I. McGrath 


}er—in its booth here. The latter, 
Fels all-purpose household clean- 
er, actually was unveiled this 
spring in Ohio and Michigan mar- 
kets, but was on general display 
here for the first time. 


te Fags 


= In the Kraft Foods booth, a 
staff of key company personnel 
was busy answering questions and 
discussing techniques and future 
plans for promoting product sales. 
Charles G. Wright, vp in charge of 
marketing, was among the Kraft 
staff on hand. 


BLACK-AND-WHITE) 

SD) 
KY 
= Kaiser announced its renewal 
of the “Maverick” tv program, 
and its star, James Garner (“Bret 
Maverick”), was on hand at the 
Kaiser booth. The Sunday night 
western will continue on the 
ABC-TV net and will be seen on 
an expanded hookup. 


and Associates” 


Winois Chicago |i. 
* Wines ne. Delaware 1-542 


= Awards were made to the 13 


for self-service fresh red meats, | 


Markets, Morristown, Tenn. (low 


| volume). 


_@ Best national brands advertis- 
ing—Awards in the same three 
;categories went to Public Super 
|Markets, Lakeland, Fla.; Plumb’s 
|Super Markets, Muskegon, Mich.; 
Carr’s Food Center, Anchorage, 
Alaska. 


e Best special events advertising 
|—Dominion Stores Ltd., Toronto; 
'Food Town, Toledo; Kenedy’s, 
| Xenia, oO. 


e Best creative advertising ideas 
|\—Woodward Stores Ltd., Van- 
couver, B.C.; Super-Valu Stores 
'Ltd., Vancouver, B.C.; Van’s Food 
Department Stores, Holland, 
| Mich. 

The best personnel relations ad- 
|vertising awards went to Jewel 
|Tea Co.; Sipes Food Markets, Tul- 
|sa; and Van’s Food Department 
| Stores. 

. SMI President Eavey awarded 
a gold plaque to Mr. Carr, hon- 
oring McCall’s “for notable service 
|to the supermarket industry and 
|to food manufacturers who serve 
it.” # 

Metal Directory Announced 

| Directory of Metal Fabricators, 
|reference manual for the metal 
| fabricating industry, has been an- 
{nounced by Industrial Publishing 
Corp., Cleveland, for publication in 
February, 1959. A minimum circu- 


| lation of more than 12,000 has been 


set. 


Saul Hoffman Opens Agency 

Saul Hoffman, formerly with the 
Hartford Courant and more recent- 
ly a free-lance public relations 
writer, has opened his own agency, 
Saul Hoffman Advertising, at 245 
Nahum Dr., Hartford. 


Oxenford Named Ad Head 
Edward W. Oxenford, formerly 
with Transportation Displays Inc., 
has been named director of adver- 
tising for the 1959 Protestant 
Church Directory, New York. 


Planters Cotton Names Houck 

Planters Cotton Oil Co., Rocky 
Mount, N. C., manufacturer of fer- 
tilizers and cotton byproducts, has 
appointed Houck & Co., Roanoke, 


Va., to handle its advertising. 


th 
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‘Inspired Hunch’ 
Is Secret of All 


Great Ads: Adams 


Adman Hits Excessive 
Reliance on Marketing, 


Research ‘Mumbo-Jumbo’ | 


TOLEDO, June 3—MacManus, 
John & Adams, Bloomfield Hills, 
Mich., is off on a creative kick. 

Ernest A. Jones, president of the 
agency, gave the initial impetus to 
the “creativity-comes-first-at-our- 
shop” drive in a talk to the Amer- 
ican Assn. of Advertising Agencies 
last month (his talk was reprinted 
in the May 26 ApbvVERTISING AGE). 


# Charles F. Adams, vp of the 
agency, picked up the theme last 
week in a talk before the Advertis- 
ing Club of Toledo. 

“If the agency system of ad- 
vertising ever comes’ tumbling 
down around our ears,” Mr. Adams 
said, “these five words, ‘They 
wouldn’t take a chance,’ might 
well be its epitaph. For our great- 
est danger lies not in the Frey 
report and its implications, but in 
the fact that some elements of 
management have forgotten that 
our only reason for existence is 
the production of creative adver- 
tising; that we are creative agen- 
cies, not research agencies or mar- 
keting agencies or media agencies 
or insurance agencies. Nothing can 
stand against the creative idea. 
Nothing can stand without it.” 

In a scathing attack on research- 
oriented agencies, Mr. Adams char- 
acterized much of today’s adver- 
tising as “beautiful” but “sterile.” 
He charged that researchers are 
“quite willing to help advertisers 
eliminate the basic gamble of cre- 
ativity to come up with a magic 
formula.” 


= He charged that the “head- 
feelers” and “‘pseudo-scientists” in 
the research field trap many ad- 
vertisers in a “confidence game” 
by offering “to guarantee the re- 
sults of advertising.” 

Mr. Adams added that creativ- 
ity has become “a dirty word in 
some agencies” and that it has 
become “fashionable to be known 
as a marketing agency, or a mer- 
chandising agency, or an MR agen- 
cy. Anything except, God forbid, 
a creative agency.” 

Mr. Adams even charged that 
“this dreary dependence on the 
glass crutch of pseudo-science” 
has been “an important contribu- 
tory factor to the current business 
decline.” 

Elaborating 
Adams said: 

“All the motivational mumbo- 
jumbo, all the Freud-happy figures 
assembled since Herr Doktor Dich- 
ter was knee-high to a couch can- 
not make the public’s taste buds 
tingle nor its ego pant for a new 
car. 


this point, Mr. 


s “The public just doesn’t give 
a damn how much research went 
into the preparation of advertising. 
Nor will it buy blindly to bail the 
economy out of a slump. It will 
buy only when its basically selfish 
instincts—health, comfort, devo- 
tion, emulation, security, hunger 
and the other ancient needs—are 
appealed to. 

“And the appeal cannot be sup- 
plied by IBM machines or slide 
rules. It must come from the in- 
spired hunch—the secret ingredi- 
ent of all great advertising.” 

Mr. Adams, son of the late James 
R. Adams, co-founder of MacMan- 
us, John, told the meeting: 

“Those of you who knew my 
father or were acquainted with his 
work in advertising have some 


IRREVERENT—‘This is the last time I’ll ever have the signs painted by 

my brother-in-law,” was Phil Silvers’ promise in this gag commer- 

cial for Pontiac—the latest in MacManus, John & Adams’ series of 
tv commercials for Pontiac on the “Phil Silvers Show.” 


idea of the size of the creative 
mantle I fell heir to. 

“It is far too large for me today. 
Some day—with great luck—it 
may not hang so loosely from my 
shoulders. The tradition of crea- 
tivity first at our shop does not 
mean that we do not use research. 
We do. But I like to think that 
we use it as it should be used, not 
as a drunk uses a lamp post to 
support himself, but as a light for 
our way.” + 


$1 Lunch—'Like | 
in 1918’—Marks | 
Capital Ad Club Fete 


WASHINGTON, June 3—Members 
of the Washington Advertising 
Club had a full roast beef lunch 
for only a dollar last week, as the 
ad club marked its 40th anniver- 
sary by duplicating the luncheons 
that were served in 1918—at 1918) 
prices. The current going rate for 
a similar lunch is $2.75. 

Norman Kal, chairman of the’| 
board of Kal, Ehrlich & Merrick, | 
and the sole surviving charter 
member of the club, recalled the 
early history of the organization, | 
including the time in 1925 when) 
an unidentified club employe! 
“took a one way trip out of town” | 
leaving the club $4,000 in debt. 

Mr. Kal, who served five terms 
as president of the club, reminded | 
his audience that the advertising 
club of Washington pioneered the 
first “‘anti-bucket shop” law in 
1919, and took the leadership in 
establishing a vigilance commit- 
tee, which subsequently served as 
a model for similar groups else-| 
where in the _ country, 


which | 
evolved into the better business| 
bureaus. 
® Basil Fowler of the Washington 
Post and Times-Herald was elec-| 
ted president; John Panagos of | 
United Broadcasting Co., lst vp; 
Milton Q. Ford, WOL, 2nd vp;) 
Stanley Hill of WRC-NBC, treas- | 
urer, and Ira H. Kaplan, Graphic 
Arts Press & Washington Plano- 
graph, secretary. + 


Eastern t.f. Elects 

Charles A. Wardley, Chilton Co., 
has been elected president of the 
Eastern t.f. Club, New York. Hal- 
sey Darrow, Industrial Marketing, 
was reelected secretary, Willis S. 
Drake, Mechanization, was reelect- 
ed treasurer, and Robert L. Bas- 
sinette, Reinhold Publishing Co., 
and Randy Brown Jr., Bill Bras. 
Publications, were elected Ist and 
2nd vp, respectively. 


Leber & Katz Gets Two 
Stroock Woolens, Newburgh, 
N. Y., and Crescendoe Gloves, 
Johnstown, N. Y., have appointed 
Leber & Katz, New York, to han- 
dle their advertising. The Stroock 
account previously was handled by 
Bernice Fitz-Gibbon Inc.; Lester 
Harrison Inc. handled Crescendoe. 


Tobacco Leaf Moves 

Tobacco Leaf Publishing Co., 
publisher of Tobacco Leaf, has 
moved to 217 Broadway, New 


York. 


Portland Ad Assn. Bows 

Agencies in Portland, Ore., have | 
completed organization of the 
Portland Assn. of Advertising | 
Agencies. Officers are Richard K. | 
Stanton, Morton & Stanton, presi- | 
dent; George W. McMurphey, Mc- | 
Murphey & Webber, vp, and Don- | 
ald R. Dawson, Dawson & Turner, | 
secretary-treasurer. 


re 


| 
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Dale Named Sales Manager Barre. He was formerly sales 
Malcolm W. Dale has been ap-|manager of WILK-TV until the 


pointed sales manager of WNEP-| merger of WILK-TV and WNEP- 
WILK-TV, Scranton-Wilkes-|TV in March. 


THE HAVERHILL GAZETTE 
Haverhill, Mass. 


Haverhill’s Oldest and Most Accepted Local Paper 
Established 137 Years Ago 


You Can't Cover Haverhill Without The Haverhill Gazette 
The Only Haverhill Paper A Member Of 


Audit Bureau of Circulations 


The Ward-Griffith Co., Inc. National Representative 


‘Well, there is a meeting this afternoon 


to plan that schedule in the Cincinnati Enquirer.” 


No question about it. A giant is growing in Solid 


Cincinnati. Proof: The Daily Enquirer's City Zone 


circulation now tops the second daily by more than 
20%. Its 2,983,300 lines of Retail Display Linage 
for the first 4 months of 1958 overshadow the 
second daily by 542,600 lines. You name it. You're 
almost sure to find the Daily Enquirer's /ead getting 
more gigantic every month. Why not check? Call 
Moloney, Regan & Schmitt, Inc. 


A GIANT is growing in Solid Cincinnati! 
..+ It's The Cincinnati Daily Enquirer. 


Solid Cincinnati reads the Cincinnati Enquirer 
Lewis T. Beman Manager, General Advertising 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


We heard comments galore when 
one of our local Cincinnati boys 
successfully promoted tooth paste in 
“booze” flavors . . . bourbon and 
scotch, for example. How the project 
fares now, we are not prepared to 
report. But it seems to have had a 
chain reaction. In a paper trade 
paper ... we just read an ad for a 
new type envelope. The gum used 
for sealing is purported not to “pow- 
der, mottle, dissolve, flake off or 
run.” As if that wasn’t enough! But 
no. What’s more, “it has a Martini 
flavor, it will please the most deli- 
cate taste organ.” 


This is likely to create many changes 
in office procedure. We foresee the 
boss staying later to get the mail 
out personally instead of leaving it 
to the underlings . . . instead of 
pausing at the favorite “pub” for a 
fast “bang” before grabbing the 5:15 
for home and hearth, too. 


22 2 


CONSUMER SHOPPING HABITS 
and ATTITUDES—DRUG STORE 
PRODUCTS ... is the long handle 
of a consumer study now being 
completed by this organization. Very 
revealing, too! Why do customers 
select certain drug stores ... how 
loyal are they ... what drug prod- 
ucts do they buy somewhere else 
. are they influenced by drug 
store newspaper advertising .. . 
do they think some drug products 
should be sold in other stores... 
and to what degree do they regard 
their druggist as a professional man? 
The study will be completed in thir- 
ty days or sooner. Your dollar sent 
to this outfit will reserve your copy 
. . and you will have it postpaid 
... post haste. 


What the kids do with the old 
man’s aerosol shaving cream is a 
sinful waste . .. but what fun! And 
oh my! The good things it does for 
sales volume of the product! The 
dentrifice manufacturers must have 
latched onto the sales figures be- 
cause suddenly there’s a rash of 
aerated squirting tooth paste ap- 
pearing on store shelves like over- 
night. A marketing epidemic! It’s 
not surprising that John Burgoyne’s 
organization has been employed in 
keeping score on the activity in 
South Bend, Springfield and Syra- 
cuse. Not surprising to find that 
small ‘ry go for this new type prod- 
uct either. 


. £6 


When you dial MAin 1-4445 in 
Cincinnati, you’re on the way to 
some thorough, accurate, fast and 
economical sales research from Bur- 
goyne. It’s a mighty good idea. 


caocthrfs onv6 J NOEX INC 


FIRST MATIONAL BANK BLOG., CINCINNATI 2, ONIO 


way 


Along the Media Path 


The circulation of Grier’s Al- 
manac (1958 issue) has been au- 
dited for the first time by Verified 
Audit Circulation Co., the publish- 
er reports. The yearly’s guaranteed 
circulation for 1959 is 2,200,000. 
The 1958 issue includes for the first 
time in 152 years a classified sec- 
tion which will be continued and 
expanded in future years. Grier’s 
is also planning a new format for 
its 1959 issue. 


e A two-color—gold and black— 
page in the Herald-Press, Pales- 
tine, Tex., represented the first 
time that gold ink has ever been 
successfully used by a non-metro- 
politan daily, the newspaper be- 
lieves. The ad was inserted for 
Knox Glass Inc. by Ketchum, Mac- 
Leod & Grove, Pittsburgh. 


e In celebration of its 25th anni- 
versary in May, Apparel Manufac- 
turer published a special issue that 
chronicled the history and progress 
of the textile-apparel industry in 
the past 25 years. The issue, the 
largest in five years, had a total 
of 180 pages including 100 pages 
of advertising. 


e The tv sales development de- 
partment of the Katz Agency is 
making arrangements with client 
stations for the development of 
specialized market information by 
surveying the audiences of locally 
originated tv programs at the re- 
quest of advertisers and agencies. 


e Liquor Store Promotions, 423 E. 
54th St., New York 22, reports that 
it is issuing an all-new edition of 
its liquor store mat kit for news- 
papers. 


e John Blair & Co., 415 Madison 
Ave., New York 17, has released 
the third edition of its “Saturation 
Calculator” for spot radio. The bro- 
chure emphasizes the importance 
of “satureach” which Blair defines 
as “coverage in distance as well 
as in depth.” 


e The Courier-Post, Camden, N.J., 
has been awarded first prize for 
public service promotion by the 
New Jersey Press Assn. in a state- 
wide competition. The award was 
presented for a series of eight full- 
page ads on safety. The ads were 
sponsored by local institutions. 


e For the tenth consecutive year, 
the New York Times is supplying 
some 1,200 booksellers and librari- 
ans with vacation book promotion 
kits. More than 750 top-volume 
booksellers also will receive copies 


of the annual vacation reading is- 
sue of the newspaper’s book sec- 
tion, June 8. 


e A brochure by the New York 
Mirror reports on the newspaper’s 
programs for young people. “From 
a modest beginning (in 1942),” the 
brochure says, “the Mirror’s youth 
program has grown to 23 athletic 
and cultural activities.” 


e TV Junior, a new children’s tv 
magazine with offices at 225 Varick 
St., New York 14, has expanded its 
operations to four additional tv 
markets—Detroit, Cleveland, Bal- 
timore and Washington. The mag- 
azine expects to deliver an increase 
in circulation of 100,000 by this 
move. 


e More than 800 supermarkets in 
the eastern U. S. are tying in with 
Good Housekeeping’s June editori- 
al feature, “Famous Faces’ Favor- 
ite Foods,” the magazine reports. 
All stores have received promotion 
kits. 


e WITH, Baltimore radio station, 
has expanded its food merchandis- 
ing program to include a series of 
store audits to measure the retail 
volume of sales of any desired item 
or brand. Audits will be made 
every two weeks on a continuing 
basis by Sidney Hollander Asso- 
ciates. 


e Everywoman’s Family Circle has 
begun “an intensive” spot radio 
campaign over CBS to dramatize 
for homemakers its editorial slo- 
gan, “The magazine you need for 
the life you lead.” Dancer-Fitz- 
gerald-Sample is the agency. 


e The annual Boys’ Life photo 
contest will get under way on 
July 1. Over 1,000 photo stores are 
cooperating in the contest which 
ends on Oct. 31. Prizes total more 
than $2,000 including a grand prize 
of a $300 U.S. savings bond. 


e The October issue of Parents’ 
Magazine will include a report on 
U.S. schools. Parents’ says the spe- 
cial issue will have a bonus cir- 
culation of 40,000 to P.T.A: lead- 
ers, civic and educational officials, 
columnists, commentators and oth- 
ers. 


e Lancaster Newspapers Inc., Lan- 
caster, Pa., presented its first an- 
nual retail color advertising award 
to Oblender’s, a retail furniture 
company. The award was for the 
“greatest” use of r.o.p. color in the 
Intelligencer Journal, 


Lancaster 


Grey MacVickar 


King Ziesing 


GiFT Pic—Richard Ziesing, vp and ad director of Ladies’ Home Jour- 

nal, presents a Jon Whitcomb painting as a housewarming gift to 

Ted Bates & Co. in honor of the agency’s move to new offices at 

666 Fifth Ave., New York. Accepting the gift for Bates are Edward 

A. Grey, vp and media director, and Marie King, receptionist, while 
James MacVickar, LHJ contact supervisor, looks on. 


New Era and Sunday News. 


e A 20-page fashion section de- 
voted to back-to-school styles will 
be a feature of "Teen Magazine’s 
September issue. A special section 
will be aimed primarily at girls in 
the 13-16 age group and a limited 
section will be devoted to boys’ 
styles. Teen reports that its cir- 
culation has climbed 25% since the 
first of the year and is now run- 
ning at about 250,000 monthly. 


e A kit, “In the Big New Summer 
Time,” by Peters, Griffin, Wood- 
ward, 250 Park Ave., New York 17, 
gives statistics on the importance 
of the summer months in consum- 
er habits and buying. 


e Special sections, totaling 36 
pages each, were carried by the 
El Paso Times and El Paso Herald- 
Post to promote “El Paso—on the 
Go.” The special sections were 
preceded by a promotional folder 
reproducing headlines 
stories about the city’s growth and 
prosperity. A second folder fea- 
tured “101 Reasons Why Business 
Is Good in El Paso and the Fabu- 
lous Southwest.” 


e France-Soir, largest circulation 
daily in France, and Paris-Presse- 
UIntransigeant, another French 
evening paper, have inaugurated 
a new advertising unit tailor-made 


for institutional messages. Called | | 
“Publi-Information,” the unit con-|'! 


sists of a half-page or full page in 
which companies or industries may 
present their stories in an editorial 
format comparable to that of the 
papers. Rates are $6,000 for the 
half-page and $10,000 for the full 
page; this covers space in both 
dailies. 


e A Reader’s Digest folder cites 
the advantages of its new western 
edition—inaugurated with the 
April issue. The seven advantages 
listed are circulation, cost, cover- 
age, quality, color-impact, pres- 
tige and test advantages. 


e Department of New Laurels: 

Hot Rod will become the first 
100-page publication and the larg- 
est ever published in the consumer 
automotive field with the addition 
of eight pages of news and features 
in its August issue, the publisher 
reports. 

Motor Life hit a new advertising 
high in its May issue with 9,765 
lines, the publisher reports. The 
previous high was in September, 
1955, with linage of 8,075. 

WGN Inc., Chicago, reports that 
its gross billings were up 6% in 
April, 1958, as compared to the 
corresponding month a year ago. 
The figure represents the alltime 
high for April for both WGN ra- 
dio and tv. 

The June issue of House Beau- 
tiful carries almost 137 pages of 
advertising—a 29.4% linage gain 
over the same issue last year. 

Food Topics reports that its May 
linage and revenue will be the 
biggest in its history. The issue 


of news|| 


Advertising Age, June 9, 1958 


HONORED—Roy E. 
Larsen, president 
of Twin City 
Federal Savings 
& Loan Assn., re- 
ceives Minneso- 
ta’s Order of the 
North Star from 
Governor Orville 
Freeman (left) 
for sponsoring ’ 
the 12-hour-long 
historical broad- 
casts being pre- 
sented by WCCO, 
Minneapolis - St. 
Paul radio sta- 
tion, during the 
state’s centennial 
year. 


shows a sales increase of 23.5% 
over the same month last year. For 
the first five months, the publica- 
tion is running 11% over last year. 


See a 
Filmotype 


Photo Lettering 


Demonstratio 


tts an education! 


a 


we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 
hand in hand. ee 
a nin Ny 
é aed 4 
ee 1 
Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned, 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 
Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we ( 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 
A Filmo demonstration 
in your Office is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 
of course. 


7500 McCormick Bivd., Skokie, Il. 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a — demonstration in our own 
office. 
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Nets Face Federal 
Curbs After Probe 


(Continued from Page 1) 
ming and network operation for 
at least 2% years. 

It was passed on informally to 
the Federal Communications Com- 
mission on April 24, with the ob- 
servation that it would be better 
for all concerned if the FCC makes 
the litigation unnecessary by tight- 
ening up on its own regulations 
with respect to network telecast- 
ing. 

Rumors of an impending show- 
down have circulated in trade cir- 
cles here for several weeks (see 
In Washington, AA, May 19), but 
some of the facts of the situation 
were confirmed by both the De- 
partment of Justice and FCC this 
week. 


® According to both agencies, the 
Department of Justice is con- 
vinced that option time, must buy 
and program tie-ins now used by 
tv networks represent outright 
violations of the anti-trust laws. 

Both agencies agree that FCC 
is to have some additional time in 
which to wind up its lengthy study 
of existing chain broadcast regu- 
ations and that the Department of 
Justice is to mark time on litiga- 
tion for the present. 


® There have been several frag- 
mentary accounts of the sequence 
of events which brought the issue 
to a head. From reliable sources 
ADVERTISING AGE learned the Jus- 
tice Department’s move came as a 
surprise during a meeting April 24. 

Originally called at the initiative 
of the FCC to discuss routine mat- 
ters, the meeting took a dramatic 
turn when Justice Department rep- 
resentatives launched into a full- 
scale presentation of their reasons 
for believing option time, must buy 
and program ties must go. 

Assistant Attorney General Vic- 
tor Hansen told AA that discus- 
sions covered all three practices. 
He said the Justice Department 
took the position that if FCC fails 
to act Justice reserves the freedom 
to decide on its own next step. 


s In some versions of the affair, 
Judge Hansen’s personal views 
have not been entirely clear. He 
told AA he has had to measure his 
words because the matter is cur- 
rently pending before FCC, and he 
would not want to be in the posi- 
tion of telling the commission he 
has decided to act if it hesitates. 

He said, however, that the Jus- 
tice Department does not concede 
that failure of the FCC to act 
would preclude subsequent litiga- 
tion under the anti-trust laws. 

“We are in the Supreme Court 
on that issue now, trying to upset 
that decision in the NBC-Westing- 
house case, where the judge said 
the FCC has primary jurisdiction,” 
he said. “‘We certainly do not agree 
that we would be precluded from 
going after these practices if FCC 
were to let them stand.” 

In testimony before the Senate 
committee on interstate and for- 
eign commerce Monday, FCC 
Chairman John Doerfer made it 
clear that the behind-the-scenes 
ntervention of the Department of 
Justice in the chain broadcast 
proceeding substantially curtails 
FCC’s freedom of choice. 

So far, FCC has received only 
informal advice from the Justice 
Department. But Chairman Doer- 
fer said the commission is duty 
bound to accept the advice of the 
Justice Department once it is in 
written form. 


s “If a practice violates the law,” 
he said, “even if we feel that prac- 
tice is in the public interest, the 
law has to be enforced.” 
Subsequent to the April 24 


|meeting the Justice Department 
\followed up its oral presentation 
with a letter, primarily designed to 
set up a procedure for achieving a 
decision satisfactory to both FCC 
and the Justice Department. In this 
letter, AA was told, the Justice De- 
partment reiterated its belief that 
all three practices are outright vi- 
olations of law, and it spelled out 
the procedures for consultation on 
FCC proposals for new chain 
broadcast rules. 


® The FCC chairman was careful 
to point out that FCC isn’t revis- 
ing its rules solely on informal 
advice from the anti-trust division. 
“They claim they have affidavits 
from 60 witnesses which will show 
that these practices are illegal,” 
he testified. 

“Well, I have had experience 
with anonymous witnesses before. 
We've asked them to produce some 
of their witnesses where they can 
be subject to cross questioning.” 

According to the time-table he 
outlined before the Senate com- 
mittee, FCC expects to complete 
hearings on its study of chain 
broadcasting rules in another three 
or four weeks. He estimated that 
three or four additional months 
would be required to review the 
record and draft a decision. 

“When we get that decision then 
we will send it over to the Justice 
Department for their written com- 
ment,” he said. 


= His testimony was given at a 
two-day hearing at which FCC 
joined the three tv networks in 
opposing adoption of a bill spon- 
sored by Sen. John Bricker (R., 
O.) giving FCC authority to license 
networks. 

In sponsoring the bill, Sen. 
Bricker noted that FCC’s existing 
control of networks is indirect and 
is achieved through rules which 
restrict the kind of contracts which 
tv stations can enter into. He said 
it makes more sense for the com- 
mission to do things directly in- 
stead of indirectly. 

But Chairman Doerfer said FCC 
isn’t sure yet whether it wants 
this additional authority. He said 
it will make a recommendation 
after the chain broadcast hearing 
is completed. 


® Officials of all three networks 
expressed fear that the grant of 
power for FCC to license networks 
would lead to regulations involv- 
ing network relationships with ad- 
vertisers, program suppliers and 
others. David Adams, NBC exec 
vp, said FCC might eventually find 
itself passing on situations where 
one advertiser claimed another 
was getting a more favorable time 
period or whether one program 
should be sold to one advertiser or 
another. 

Similarly, CBS vp Richard Sa- 
lant commented that there is little 
justification to assume that only 
the federal government can stand 
as protection against potential 
abuses by networks. 

“The quick reaction of adver- 
tisers and stations to any sus- 
picion of high-handed dealing, the 
quick response of our viewers to 
what they like and what they do 
not like, or what they think we 
have done wrong or unfairly, 
makes crystal clear that adver- 
tisers, stations and the public are 
fully able to take care of them- 
selves,” he argued. 


= During the hearing, Sen. Bricker 
pointed to jurisdictional questions 
which are likely to arise when 
FCC considers the adoption of reg- 
ulations on option time, must buy 


and programming tie-ins. 
He pointed out that FCC’s ex- 


isting regulations deal with op- 
tion time, and that these could be 
revised. But he wondered how 
FCC can go about dealing with 
must buy or program tie-ins, since 
they involve network-advertiser 
relationships, rather than the re- 


lationships of networks with the) 


affiliates which are licensed by 
FCC. 

At previous hearings networks 
have indicated little inclination to 
make an issue over must buy. To- 
day, Mr. Salant said CBS was 
prepared to go along on an anti- 
must buy rule, regardless of the 
jurisdictional issue. Elimination of 
must buy, officials have indicated, 
would not necessarily bar adop- 
tion of a more flexible substitute 
such as the minimum buy plan 
used by ABC. This gives the ad- 
vertiser a choice of markets so 
long as his order adds up to the 
minimum the network requires. 


# Option time and tie-ins repre- 
sent more thorny issues. Networks 
claim they need options to assure 
simultaneous clearance and the 
full circulation which advertisers 
want. Foes say existing rules, 
which allow them to option three 
out of four evening hours, simply 
give networks too much time in 
view of the over-all shortage of 
tv stations and lack of other outlets 
for non-network advertisers and 
program suppliers. 

The tie-in problem may prove 
to be one of the most controversi- 
al. Linked also to the over-all 
shortage of time, it stems from 
reports that networks force ad- 
vertisers to buy network-owned 
properties and network services, 
such as network-built scenery, in 
order to clear time. The alterna- 
tive may be a demand that net- 
works give up either their option 
time or their activities in the pro- 
duction of programs and services. 


s This week’s upsurge in specu- 
lation over the future of option 
time and must buy reflect impa- 
tience in Congress and the De- 
partment of Justice, as well as a 
“hardening” of Justice Depart- 
ment’s attitude toward tv. From 
the start, congressional committees 
recognized the most effective rem- 
edies for tv’s problems, if any 
were required, had to come from 
FCC or the Department of Jus- 
tice. and Justice officials frequent- 
ly passed the word that they had 
no intention of taking on cases 
which could be avoided through 
the adoption of new chain broad- 
cast rules by the commission. 
Now, however, nearly nine 
months have passed since FCC 
received the report of its network 
study group. Since March the 
commission has heard 52 witness- 
es. The witnesses have generally 
said, “Leave things as they are.” 


= Meanwhile, the Department of 
Justice reached some conclusions 
on its own. In mid-1956, its in- 
vestigators set out to learn wheth- 
er tv networks exercised an illegal 
concentration of power over ad- 
vertisers, suppliers and affiliates. 
While FCC was listening to broad- 
casters who want existing prac- 
tices continued, officials of the 
anti-trust division were collecting 
documents and affidavits which 
convinced them that option time, 
must buy and tie-in practices such 
as the sale of network-owned pro- 
grams or network-built scenery to 
advertisers represented outright 
anti-trust violations. 


® During an initial appearance be- 
fore two congressional committees 
in February, 1956, former Assist- 
ant Attorney General Stanley N. 
Barnes hedged at taking an out- 
right stand on option time. But in 
September, 1956, his successor, As- 
sistant Attorney General Victor 
Hansen indicated the Justice De- 
partment was seeking to determine 
whether option time was an un- 


reasonable restraint in relation to 


. 


| 


| Benson’ Hedges 
cost 7 ecnts more...why? 


ei RS | 


' 


* a ae a < | 


CUSTOM PRICE—Philip Morris Inc. 
launched a 19-week newspaper 
campaign June 2 in Chicago, Los 
Angeles and New York to explain 
the higher price of its Benson & 
Hedges cigarets. Doyle Dane Bern- 
bach Inc. is the agency. 


other market factors. 

But early this year, a new Su- 
preme Court decision stiffened the 
position of the departmert. This 
decision, in the Northern Pacific 
case, seemed to eliminate uncer- 
jtainties about tie-in arrangements 
| which have existed since the Su- 
|/preme Court threw out the gov- 
ernment anti-trust attack on the 
New Orleans Times-Picayune. 


# In the Northern Pacific case the 
court is believed to have pro- 
scribed tie-ins broadly, with the 
statement, “The vice of tie-ins lies 
in the use of economic power in 
one market to restrict competition 
on the merits in another, regard- 
less of the source from which the 
power is derived, and whether the 
power takes the form of monopoly 
or not” (see In Washington, AA, 
March 24). 

While FCC Chairman Doerfer 
said this week that FCC feels re- 
quired to accept the advice of the 
Justice Department on anti-trust 
matters, the relationships of the 
two agencies have been less than 
cordial in the past. 


= In the mid-1930s, the Justice 
Department forced FCC’s hand on 
the original chain broadcast rules 
by filing an anti-trust suit against 
NBC attacking the use of option 
time by the network, as well as 
its operation of two radio net- 
works, and its activities in the 
recording and talent booking fields. 
When FCC ultimately adopted 
chain broadcasting rules, the anti- 
trust case was dropped. 

FCC’s original chain broadcast- 
ing rules in 1941 had language 
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CBS Drops Taping of 


| Five Soap Operas as 


Aid to Advertisers 


New York, June 6—CBS Radio, 
which has been taping half of its 
lineup of ten soap operas for the 
last six years, is returning to live 
production of the shows. 

The reason: To provide greater 


| flexibility for the advertisers who 


|/now buy daytime dramas on a co- 
|sponsorship rather than a full 
| sponsorship basis. 

The last advertiser to carry a 
complete soaper all by itself was 
Procter & Gamble, which gave up 
this type of programming on CBS 
three years ago. 

“Partial sponsorship calls for 


|| greater daytime flexibility,” How- 


ard Barnes, program vp, said. “The 
advertiser wants a greater spread 
or more impressions per week with 
as many segments or units as he 
can afford. We have had to adjust 
our sales methods and programs 
towards a fast-paced operation 
that can incorporate a last-minute 
sales message. 


s “Taping of daytime programs 
started as a convenience to actors,” 
Mr. Barnes added. “Then it snow- 
balled into a Frankenstein and we 
found ourselves snarled and stran- 
gled in our own tape. We thought 
we were going to have a number of 
re-casting difficulties in going live. 
We have found out that actors, who 
previously sandwiched our day- 
time shows in between tv appear- 
ances, now feel as we do. A live 
performance provides a_ greater 
day-to-day flow of freshness and 
actuality.” 

Another advantage in live 
broadcasting is its economy. It is 
much easier to make an adjust- 
ment to include a last-minute pur- 
chase. The taped shows carried 
promotion items and public service 
announcements which have to be 
edited to make way for late adver- 
tising. This involved engineers and 
re-recording costs. The new pro- 
cedure also allows for a beneficial 
extended air-time for the actual 
drama if late-hour purchases don’t 
materialize. 

The five soap operas which now 
will be broadcast live are “Helen 
Trent,” “This Is Nora Drake,” “The 
Road of Life,” “The Right to Hap- 
piness” and “Young Dr. Malone.” 
Current partial sponsors include 
Scott Paper Co., Colgate-Palmolive 
Co., Sterling Drug, Bristol-Myers 
Co., Simmons Co., General Mills, 
Good Housekeeping, Best Foods, 
Beech-Nut Life Savers and Tetley 
Tea Co. # 


Scripps-Howard Pact 
With Hearst Charged 
in UP-INS Merger 


WASHINGTON, June 5—The 
American Newspaper Guild has 


which specifically prevented sta- 


works. But congressional pressure 
forced FCC to shift ground and 
adopt the present option rule lim- 
iting options to three hours during 
each of four segments of the 
broadcast day. In its retreat on 
the option issue, FCC said in 1941 
that it was authorizing the option 
“for the convenience” of the net- 
works. 

Recently FCC approved the 
|NBC-Westinghouse station swap 
in Philadelphia while the anti- 
trust division was investigating 
the case. A federal district court 
subsequently ruled FCC’s action 
provided immunity from anti-trust 
attack, but this decision is being 
appealed by the Department of 
Justice. 

In the course of its tv investi- 
gations, Justice Department also 
filed cases charging that several 
film distributors use block-book- 
ing methods in selling feature film 
for use on tv. # 


tions from giving options to net-| - . 
|to investigate rumors that the re- 


| 


asked the Department of Justice 


cent merger of International News 
Service and United Press is only 
part of an agreement between 
Hearst and Scripps-Howard inter- 
ests. 

The merger of the two news 
services has been “cleared” by the 
anti-trust division because it be- 
lieves International News Service 
was in a “failing” condition. 

Now, however, the Newspaper 
Guild said there are rumors the 
merger is part of an agreement 
which will ultimately eliminate 
newspaper competition between 
Hearst and Scripps-Howard in 
Pittsburgh and San Francisco. + 


Armstrong Joins Y&R 

James C. Armstrong has joined 
the staff of Young & Rubicam, Los 
Angeles, as account executive on 
Hunt Foods. He was: previously 
with N. W. Ayer & Son, San Fran- 
cisco. 
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“AVERAGE PAID CIRCULATION FOR 
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HELP WANTED 


POSITIONS WANTED 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 

202 S. State St., Suite 1302-4 
WANTED - MANAGING EDITOR 
WEST COAST PUBLISHER of two na- 
tional trade magazines covering wholesale 
and retail merchandising needs topnotch 
Managing Editor. Must be able to work 
with manufacturers, wholesalers, retailers 
in developing stories. Must have initia- 
tive, capable ot taking complete charge. 
If you are looking for an exceptional 
opportunity with a growing firm, send 

complete information to 
Box 1578, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie St., Chicago, Su 77-2255 
PROVIDENCE AGENCY SEEKS ARTIST 
To establish art dept. in well rated, 
growing agency. Industrial, merchandis- 
ing accounts. Salary open. Pleasant place 
and people. Write qualifications and re- 
quirements. Replies promptly acknowl- 
edged. 
Box 1579, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
200 Se. State St. HA 17-1991 Chicago 
ASSISTANT TO AGENCY 
ART-PRODUCTION MANAGER 
Live-wire Ohio Valley agency has IM- 
MEDIATE opening for young man with 
positive know-how in all phases of art 
and production. Agency growth is rapid. 
Right man gets in on ground floor. Send 
full resume, salary desired to John J. 
McCormack Advertising, P. O. Box 1894, 
Huntington 17, West Virginia. 


MOLENE 
Editors 
CO Ee Advg. Managers 
Artists .....Media ...... Production ...... Service 


“All is grist, which comes to our mill” 
Andover 83-4424, 105 W. Adams St., Chgo 3 


You'll Be in 
Good Company! 


You may be the man we want if you 
have advertising and promotion ex- 
perience—are alert, a creative thinker 
and enthusiastic. Prefer someone be- 
tween 30 and 40 with company or 
agency experience. Background in 
petroleum or automotive field will 
be helpful. Must be able to write as 
well as create, present and sell ideas. 
We're located in N.Y.—send résumé 
with photo stating salary and avail- 
ability to Box 153, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N.Y. 


THERE NEVER WAS 
A BETTER TIME - - - 


to consider these nationwide listings: 
COPYWRITER (Pa.) 


Consumer exp. $12,000 
COPYWRITER (Chicago) 

Hard sell $8,500-$12,000 
ADVERTISING MGR. (Ind.) 

Industrial exp. to $10,000 
ADV.-SLS. PROM. MGR. (Ohio) 

Farm background to $10,000 
ADVERTISING ASST. (Mo.) 

Industrial copy exp. $ 7,000 
MARKET RESEARCH DIR. (Chicago) 

Agricultural exp. $10,000 
MARKET RESEARCH (Pa.) 

for Adv. Agency $ 8,000 
MARKET RESEARCH (Chicago) 

for Foods Co. $10,000 
EDITOR-WRITER (Pa.) 

Electronic degree $ 8,000 
EDITORIAL ASST. (Chicago) 

Farm background $ 6,000 
EDITOR (Chicago) 

for Institutional trade $ 6,500 


If you’re in Advertising or a related field; 
if you’re looking for another assignment 
in your own locale or elsewhere; if you 
seek confidential representation and feel 
that you have the kind of business his- 
tory that should be interesting to a 
prospective employer, submit your ré- 
sumé to 


DRAKE PERSONNEL, INC. 
220 S. State St. - Chicago - HA 7-8600 


hee 


TOP CONTACTS & SUPERIOR SALES 
ABILITY AVAILABLE TO PUBLISHERS | 
Young, successful, hard working & crea- 
tive rep. wishes to represent good trade | 
magazine in N.Y.C. & North East. Excel-| 
lent company & agency contacts. Out- | 
standing record, many years experience, | 
college, commission basis. Send recent | 
issue with reply. | 

Box 1548, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
Worked in agcy. engrav. print and publ. 

Box 1580, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Mlinois 
ADVERTISING-MARKETING TRAINEE 
Wanted: aggressive company or agency, | 
not afraid of recession, willing to hire a/| 
hustling, able June grad. 26, married, 
Ad major, Bus. Ad. Experience includes 
space, retail sales, newspaper copy, lay- 
out. BOX 385 FULTON, NEW YORK | 

ADV/SALES PROM. COPYWRITER 

Have more sense than dollars. Seeking 
a more favorable balance. I offer youth 
(26) + solid experience + top potential. 
Interested? Then let’s get together. 

Box 1581, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
MARKETING 
Excellent diversified merchandising back- 
ground with leading New York Depart 
ment store. Hard and soft goods experi- 
ence. Seek challenging position in market- 
ing department of major ad agency. Age 28 

Box 1582, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

HE SOFTSELLS HARDLINES 
Today, appliance prospects have been 
offended by 'TOO-MUCH-HARDSELL! 
Only SOFTSELL can soothe them back 
into a buying mood. I write effective, 
SOFTSELL appliance advertising. Agency 
experienced. 

Box 1583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

TYPING!—C. MICHAEL 

By Three High School graduates. Done at 
2441 W. Cortland St., Chicago 47, Ill. 
Write! Or phone - CA-7-3199 for rates. 
COPYWRITER - 8 yrs. trav., insur., fgn. 
car, indus. accts. Background in publicity, 
media, market research, new business, 
agency management. 

Box 1584, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
MAGAZINE PUBLISHING CONSULTANT 
Can increase ad sales and profits through 
proven management, research, and pro- 
motion techniques. Write now. 

Box 1585, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

SO YOU DON’T NEED 
A FULL-TIME COPY MAN 

Copy talent worth $15,000 a year available 
for spot free lance assignments. Ads, 
commercials, direct mail, sales literature, 
Rough layouts. Personal contact in N.Y.C 
Resume on request. 

Box 1589, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N. Y. | 


ADV. & PUB. REL. MGR. 


Assistant to director of adver- 
tising and public relations for a 
major company desires position as 
advertising manager of medium 
size industrial company. Experi- 
ence also qualifies him for corpo- 
rate or agency public relations 
work. Has worked directly with 
advertising agencies, art studios 
and printers in supervising and 
coordinating mechanical require- 
ments. Also has been responsible 
for preparation of industrial busi- 
ness paper articles, ads, feature 
stories and press releases. All this 
backed by over 20 years news- 
paper work mostly on metropoli- 
tan dailies. 


Box 151, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| exp. copy, layout, product. of direct mail, 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


ART DIRECTOR-LAYOUT ARTIST 
Idea-man for agency or art studio. Can 
offer creative ideas, layouts, comprehen- 
sives. Wide range of experience, includ- 
ing ad agencies, art studios, industrial, 
mail order and retail. Married, 2 children, 
college graduate, age 31. Ready to put my 
ideas to work for you. 

Box 1587, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


New petrochemical publication wants 
topflight rep Chicago-Milwaukee area. 
Write Industrial Trade Publications 
P. O. Box 977, Conroe, Texas 


PUBLISHER'S REPS 
Eastern and Western reps for trade pub- 


| 


lication. Individual or team. Write details. | 


Box 1596, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADV SALES PROMO MGR WHO SELLS! 
“1-Man Dept” does everything-16 yrs 
exp; Copy; Dir Mail; Publicity; Layout; 
Prodnt; Trade Show; deair-distrb sls 
promo; Natl coop advg; Incentive con- 
tests; Relocate. Byron Stone 81 State St 
B’klyn New York 
MERCHANDISING 
10 + years client teams - speaks language 
of FOOD. Heavy know how administra- 
tion, sales, import, govt. laisson, top 
contact. Desires med 4A association. 
Box 1588, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPY/CONTACT 

Diversified advertising and public rela- 
tions experience. Copy-contact small 
agency; copy, top 4A agency; public 
relations; TV production; newspaper ad- 
vertising production; announcer-engineer 
(radio). College graduate, single, age 27. 
Willing to relocate. Desires copy-contact 


or PR work. 

Box 1586, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN ... 30...N.¥. Area 
Successful Hardworking Creative 


Excellent consumer mag exper & contacts. 
Box 1590, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Adv/Sales Prom. College Grad, 31, 5 yrs. 


catalogs, point of sale, ads for consumer- 
industrial products. Vet. Married. 
Box 1591, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Copy expert sales promotion, mdse., col- 
lateral materials, sales presentations. 
Box 1592, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RESEARCH DIRECTOR or Ass’t. 
Chicago area. PhD Economics. Experi- 
enced food, farm markets. Familiar 
MRCA, Nielsen. Able Statistician. Age 40. 
Box 1593, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CAN YOU USE A MAN WITH WIDTH? 
Experience - agency media _ relations, 
space sales with 3 trade books, & radio 
sales with top Chgo. station - Ambition 
to do an outstanding job. Write to: 
Box 1594, ADVERTISING AGE | 
200 E. Illinois St., Chicago 1], Illinois | 


EDITORIAL ASST., Competent Secty., 
feature copywriter, Eng., Spanish, Fr., 
BA in English, now with leading natl. 


pub co., wants 4 hr. work mornings, | 
L.A. area, good refs. Lita Williams, 
HU 2-5450. 


ARTIST-LAYOUT 
10 yrs. 4A agcy. exp. Chgo. or midwest. 
Box 1595, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Executive in purchasing and procurement 
administration. Experience with national-| 
ly known aluminum company specializing | 
in advertising and Graphic Arts purchas- 
ing and control. Excellent references. | 
Wish to join organization in similar activ- 
ities. Specialize in advertising capacity. | 
Age 30. College grad, married, 2 children. | 
Presently living out of Chicago, but will 
relocate for responsible position with 
future. Will be in Chicago June 11, 12, 13 
for interviews. Call MO 4-3220. | 


WRITER, ASS’T. TO SALES 
PROMOTION MANAGER 


Young man with writing and 
layout ability to edit merchan- 
dising publications and handle 
publicity for large Chicago food 
company, also to assist Sales 
Promotion Manager. Some pro- 
motional experience desirable. 
Must reside in area. Please 
state salary requirements, attach 
photo to résumé. 

Box 156, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

appointment on 
ol MADISON « SUITE 1417 

CHICAGO 2, HLL. 
CEntral 6-5670 


Could you usea 
top art director 
a few hours a week? 


One of Chicago’s real pro- 
fessionals long identified with 
leading agencies and top-flight 
campaigns — now launching 
own free-lance business. 
Wants to serve two or three 
small-to-medium agencies or 
manufacturers. Visuals, com- 
plete art direction, new busi- 
ness presentations . . . 


DEarborn 2-4043 


If SALES PROMOTION is as 
important as ADVERTISING 
to your company... 


here is an outstanding and unique oppor- 
tunity for you to gain the almost full 
time services of one of the midwest’s 
“hottest”’ merchandising and sales pro- 
motion executives . . . at NO COST! 
We're a thriving, “million-plus” agency 
that has just landed (after four years) 
the one “big agency’’ account executive 
we've wanted for some specialized sales 
promotion work for one of our clients. 
He has specialized (and proved himself 
TOPS) in sales promotion campaigns for 
all types of packaged and soft goods and 
appliance accounts. 


He will team with the agency president 
to provide one or two $100,000 plus ac- 
counts the finest and most sales produc- 
ing servicing they have ever known. If 
YOU are interested in real sales ideas, 
with complete “follow through’, all we 
ask is 30 minutes in your office .. . In 
complete confidence. (in fact, we guar- 
antee no other agency will know of your 
interest!!) Write Box 154, Advertising 


BUSINESS OPPORTUNITIES 
Multiple Publisher preferably midwest, 
but not excluding east, who would be 
interested in investing in a trade pub- 
lication in a rapidly growing field. 

Box 1597, ADVERTISING AGE 


200 E Illineis St., Chicago 11, Mlinois 
MISCELLANEOUS 
WANTED: AD MAN 
who desires ... 
Lake Front Home - Unusual ‘Swiss 
Chalet”; hillside, wooded lots; 6 rooms. 


Private Beach - w/ riparian rts. for fish- 
ing, swimming, water skiing, boating. 
Year-round home in exclusive Beverly 
Shores section of Sand Dunes- only 1 
hr., 15 min. to Chgo. via fast, air con- 
ditioned commuters’ electric trains. 

She said it couldn’t be done: selling a 
home directly via Ad Age. I took the 
challenge ... bet the wife that ad men, 
like myself, will act fastest on a distinct, 
only one-of-its-kind ‘“‘Dunes” home ... 
that if they aren't in the market, they’ll 
pass this ad on to a friend who is. 

Remember, here’s casual suburban liv- 
ing with what can only be _ termed 
“Dunes Living” - a happy blending of 
most city conveniences with the beauty, 
cleanness, privacy and _ close-to-nature- 
ness of the rolling wooded Dunelands. 

Owner’s price: a Low* $26,950. 
(*Low because: (1) Today’s replacement 
cost is $46,000; (2) you’re saving the 
cost of a separate, summer lake home; 
(3) you’d pay $40-$50M for comparable 
home in other exclusive year-round re- 
sort areas in Chicagoland area.) 

If you're really interested, bring the 
whole family, swimsuits included, this 
next week-end and experience it. As the 
classified ad experts say, you've gotta 
see it to appreciate it. Have to move 
promptly so write Box 81, Beverly 
Shores, Ind., or call Mich. City TR 2-2738. 


MAKE MORE MONEY BY MAIL-NOW 
Free! “25 Ways How To Be Creative” with 
new book, “How You Can Make MORE 
Money By Mail.” $1, HOW,Glencoe, Illinois 
NOW get saturation coverage on Radio & 
TV Giveaway shows in So. Cal. & West 
at low cost. Write Roberts & Gail, 5880 
Hollywood Bivd., Hollywood 28, Cal. 


Advertising Age, June 9, 1958 


PRODUCT MANAGER 

To develop product and sales 
planning, promotion, pricing, dis- 
tribution and related policies. Re- 
quire college with emphasis in mar- 
keting, business administration and/ 
or ~~ management and 5-8 years 
experience in merchandising and/or 
consumer sales. 

Position immediately available to 
man capable of assuming responsi- 
bility conmmensurate with five- 
figure remuneration. Opportunity 
for advancement in line manage- 
ment. 

Send confidential résumé includ- 
ing detailed work and salary record 
to Employment Coordinator, Per- 
sonnel Dept. C, Virginia-Carolina 
Chemical Corporation, P. O. Box 
1136, Richmond, Virginia. 


WANT TO BE REMEMBERED? 
Want to keep your company name before 
customers and prospects? With your im- 
print on our “‘little’’ magazines you'll 
do that job in a warm, pleasant, helpful 
way they won't forget. Write Enterprise 
Publications, 11 N. Wacker Drive, Chicago 
6, Ilinois. 


A.E., DOG FOOD. Wet—but 
dry-food background would be 
lus. Major-brand exper. 
ar. FOODS. Baking-mix exper. 
helpful. Must know promotions, 
marketing, merchandising. 
A.E., cereals. Brand mer. 
and/or major-agency exper. 
COPY. Variety of consumer 
s. For a man perhaps 
rather young, maybe not, who 
prefers sparkle-with-sell 
to safe formulas $15-$17M 


GLADER CORPORATION 
Don Harris, Dir. Adv. Div., 
110 S. Dearborn CE 6-5353 Chicago 


SPACE SALESMAN 
Specialized consumer magazine needs 
space salesman to handle special ac- 
counts and backstop current sales organ- 
ization. Consumer magazine experience 
helpful, but not necessary. Some travel 
out of Chicago office. Salary and ex- 
penses. Brief outline of background 
should accompany request for interview. 
Address Box 155, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois. 


to $20M 
$15-$18M 


Age, 200 E. Iliinols St., Chicago 11, I. 


Seeking GROWTH position 


as assistant: AE or Ad Mgr. international 
or agricultural advertising. 4 languages. 
Ideas. Experience in advertising, promo- 
tion, P.R., research. College and Gradu- 
ate School. 33 years. Will develop fast 
into key man. Details by writing to Box 
152, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


MIDWESTERN AGENCY 
SEEKS EXPERIENCED 
COPY WRITER... 


Must have solid agency experience 
on consumer accounts. No beginners 
need apply for this. Pleasant Mid- 
western city, wonderful living and 
working conditions with hard working, 
fun loving group of advertising peo- 
ple. Spacious, bright, air-conditioned, 
cheerful offices in semi-residential 
section, with loads of free parking 
space. Most of us now within 15 min- 
utes of office. Write today with ré- 
sumé of your background, age, marital 
status and salary needed. 


Buchanan-Thomas Adv. Co., 
Dundee Place, 

5010 Underwood Ave., 
Omaha 32, Nebraska. 


Fine, Fast, Fairly Priced Photography 


S 
photographers 


DEARBORN 2-1062 
187 NORTH LASALLE STREET, CHICAGO f. ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one readin 
service is 


room. Staff of 250. Our 
ROMPT . . . THOROUGH. 


Est. 1888 


PRESS CLIPPING BUREAU 


165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E. Jackson Bivd., Chicago 4, Ill, 
mmm PHONE WAbash 2-537 1 emu 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Woods Cannon 


Gerardi Gillette 


TIME OUT—Among those at the Associated Business Publications meet- 
ing in Hot Springs (AA, June 2) were Joseph B. Woods, Petroleum 
Engineering Publishing Co.; Joseph W. Cannon Jr. and Robert M. 
Cunningham, Modern Hospital Publishing Co.; Joseph A. Gerardi, 


Cunningham 


McGraw-Hill Publishing Co.; E. 
lishing Co.; Charles M. Fallon and Paul E. Clissold, Clissold Pub- 
lishing Co.; Carl Coash and Donald C. McGraw Jr., Coal Age and 
Engineering & Mining Journal; Robert Marshall, F. W. Dodge Corp. 


Fallon Coash 


McGrow 


91 


| Gilbert Klein Promoted 

Gilbert F. Klein has been ap- 
pointed to the new position of sales 
promotion manager for DuBarry, 
Sportsman and Richard Hudnut 
products, all part of the family 
products division of Warner-Lam- 
bert Pharmaceutical Co., Morris 
Plains, N. J. In addition to his 
new responsibilities, Mr. Klein 
’ | will continue to handle sales fore- 
| casting and sales planning for the 
company. 


AWRT Elects Lucille Mason 

Lucille Mason, casting depart- 
ment head and tv music recording 
director of Compton Advertising, 
has been elected president of the 
New York City chapter of Ameri- 
can Women in Radio & Television. 
Also named were Mary Walker, 
Hill & Knowlton, ist vp, and 
Frances Foley Gannon, WNYC, 
2nd vp. 


=f 


Clissold Marshall 


Scranton Gillette, Scranton Pub- 


Wilkins Coffee Hits the (TV) Spot as 
Capital Viewers Vote It ‘Best Liked’ 


(Continued from Page 3) 

and the riderless cab roars away, 
leaving the disgruntled Wontkins. 

Altogether, Ver Standig has 36 
of these Wilkins spots “in the 
can,” although only about 24 have 
been used so far in the Washing- 
ton area. 


s The history of the series goes 
back a full year, when Wilkins 
was looking for a new tv idea. 
The company came up with the 
suggestion that perhaps it should 
buy spots on “Sam and His 
Friends,” a late-evening puppet 
show on WRC-TV which had in- 
different ratings. 

Instead of buying spots on the 
show, the agency hit on the idea 
of putting Jimmy Henson and 
Jane Neble, the two young art 
students who own “Sam and His 
Friends,” under contract. Under 
guidance of the agency, the two 
new characters were designed. 

Each of the spots is planned by 
a team which includes Mr. Hen- 
son, Miss Neble, Mr. Ver Standig, 
and Jim Young, creative director 
and copy chief of the agency. 
With Mr. Henson and Miss Neble 
building their own sets, and the 
filming carried out at Rodel Film 
studios here, the budget for each 
spot is held to no more than $1,- 
000. 


s After the spots are produced, 
Ver Standig arranges for them to 
be previewed before local club or 
school audiences. Audiences wel- 
come the opportunity to partici- 
pate, the agency finds, and indi- 
viduals willingly write down their 
reaction to each spot. 

“Only about three out of five 
of the Wilkins spots survive the 
pre-testing we give them,” Mr. 
Ver Standig reports. “In this re- 
spect we are fortunate to have a 
client who appreciates the impor- 
tance of research sufficiently to 
absorb the costs involved in pro- 
ducing material which often gets 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mountea. 
it Service— 
Satisfaction Guaranteed 
Larger Sizes Proportionately Priced 


Write size of cut and screen pref 
on back of copy and mail to 


WARD KAH 
Box A 87, Glendale, Calif 


Entire Fourth Floor 
1,000 sq. ft. 
ZX with 5 private offices. 
Completely 
alr conditioned 
Receptionist 
Automatic elevator 


National Sporting 

Goods Association 

716 N. Rush St., 

Chicago 11, Ill. 
DE 7-3870 


discarded.” 

After the spots are on the air, 
the agency watches their “per- 
formance” through the monthly 
comments of a panel of 500 house- 
holds which report to Data Un- 
limited, a Washington research 
organization. 

In these monthly reports, the 
agency not only probes for the 
“motivation” which causes view- 
ers to like or dislike a particular 
Wilkins spot, but it also obtains 
similar information about other 
leading spot advertisers in the 
Washington market, including the 
competing brands of coffee. 

While the spots are the proper- 
ty of the Ver Standig agency, Wil- 
kins has exclusive rights to them 
in Washington, Baltimore and 
Richmond. Ver Standig claims au- 
diences not only like the spots, 
but they also buy Wilkins coffee. 
“Wilkins didn’t start in Baltimore 
until the campaign had already 
been tested in Washington. Sales 
here increased sharply, as much 
as 30 to 40%.” 


= The Washington Star’s latest 
“Consumer Analysis” (which 
polled brand preferences before 
the commercials began) show 
Wilkins regular coffee the best 
liked in Washington, with a 31.3% 
share of the market, and Maxwell 
House second with 26.9%. Max- 
well House instant coffee was 
first, with a 31.4% share of the 
market, and Wilkins instant sec- 
ond with 21.1%. 

However, Wilkins coffee be- 
lieves that the next survey will 
show Wilkins with a 25% gain for 
both regular and instant. + 


‘Life International’ Names 
Wood and Laing in Europe 

John Irland Wood has been ap- 
pointed Paris advertising manager 
and John Stuart Laing Zurich ad- 
vertising manager for the inter- 
national editions of Life. Mr. 
Wood, formerly in New York, will 
be responsible for France, Bel- 
gium and The Netherlands. Mr. 
Laing, with McCann-Erickson, 
Brussels, and J. Walter Thompson 
Co., New York, prior to joining 
Life, will be responsible for 
Switzerland and Italy. 

These sales territories formerly 
were headed by Kenneth McDon- 
nell, who has returned to New 
York for reassignment. 


WORY Appoints Adam Young 


Adam Young Inc., New York, 
has been appointed to represent 
WOKY, Milwaukee, a_ Bartell 
Broadcasters station. With this 
latest addition, Young now repre- 
sents all six Bartell radio stations. 
WOKY previously was represent- 
ed by the Katz Agency. 


Two Cigaret Makers 
Break Ads for New 
Filter, New Pack 


(Continued from Page 2) 
the American Weekly and other 
Sunday supplements, 11,000 out- 
door panels, 12 business papers, 
and quantity of point of purchase 
material. Leo Burnett Co., Chicago, 
is the agency for the brand. 
The ad budget for the new Marl- 
boro soft pack during the next two 
months will exceed $2,000,000, 
Thomas Christensen, brand man- 
ager, said. 


s The introduction of both brands 
presents curious angles. The new 
Hit Parade filter will now be 
available in most markets in both 
the familiar pack and the crush- 
proof box. Likewise, Marlboro will 
be available both in the new soft 
pack and in the well-known flip- 
top box. The new filter on Hit 
Parade is said to have 400,000 
filter-traps, which tops all other 
claims in this connection (Parlia- 
ment claims 30,000 and Viceroy 
20,000). Hit Parade also claims 
that its filter delivers 12% to 43% 
less smoke solids than other lead- 
ing filter cigarets. Marlboro, on 
the other hand, claims that its 
re-engineered filter reduces tar by 
19.07% and nicotine by 25.61%. 

When Marlboro came out with 
its flip-top box over a year ago, it 
was intimated that the soft pack 
was out of date. Since then the 
company admits that it has made 
a number of surveys and found 
that the sale of soft packs was 
four to one compared with crush- 
proof boxes. 


® While American refused to com- 
ment on trade gossip that the new 
Hit Parade filter is merely a stop- 
gap, and that the company plans 
to introduce still another new 
filter brand later this year, a 
spokesman pointed out that Amer- 
ican’s research laboratory has been 
exploring the entire field of filter 
fibers for more than ten years, and 
that the introduction of the new 
Hit Parade filter “marks the first 
time that highest filtration has 
been combined with free draw and 
quality tobacco in one cigaret.” 
The new Hit Parade filter is cell- 
ulose. Trade sources do not regard 
this as particularly new, and a 
number of tobacco men believe 
American will still come out with 
something more radical in the way 
of a filter brand. + 


Becco Promotes Hopkins 

John R. Hopkins has been pro- 
moted to assistant sales manager 
of Becco chemical division, Food 
Machinery & Chemical Corp., Buf- 
falo. Mr. Hopkins will have charge 
of the division’s advertising and 
publicity, as well as assisting Al- 
bert P. Shutts, sales manager, in 
the supervision of field sales ac- 
tivities. 


Contented... 


That’s what an 
Ad Age Classified Ad 


makes you! 


It’s a wonderful smug-like 
feeling to get a raft of replies 


vv 


from a low-cost classified ad in Ad Age. And 
action you get because The Advertising 
Market Place is the Monday meeting place 
for almost 150,000 top marketing men — the 
people with authority to buy or sell immedi- 
ately as they see fit. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


lay Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


My Name 
Street 


Z State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles, Calif. 


Clip and mail 
this form to- 
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NIAA Rejects ISIM; 


‘Marketing’ 


(Continued from Page 1) 
development of U. S. Steel Corp., 
who was selected by the nominat- 
ing committee for chairman of the 
NIAA board. 


s Reversing his stand of last 
week, when he told ADVERTISING 
AcE he would not withdraw, Mr. 
Myers permitted his name to be 
presented as head of the nomi- 
nating committee’s slate, and then 
promptly asked its withdrawal. 

“In light of the action taken 
yesterday by the board of direc- 
tors (which adopted 46-to-6 a res- 
olution asking for the appoint- 
ment of a new committee to look 
over the task force recommenda- 
tions) and this morning by the 
members,” Mr. Myers said, “I 
have no other course than to ask 
that my name be withdrawn.” 

The nominating committee, ob- 
viously prepared for Mr. Myers’ 
statement, then proceeded _ to 
nominate M. S. Miranda, director 
of public relations and advertising 
of Dresser Industries, Dallas, for 
the post of chairman, and he and 
other officers were elected unani- 
mously. 

Mr. Myers was presented with a 
life membership card in NIAA at 
the session Thursday morning, to 
the accompaniment of ovation 
from the audience. 


= Other officers elected were: 

Vice-chairman, W. D. Crelley, 
advertising director, Owens-Corn- 
ing Fiberglas Corp., Toledo; vps— 
George H. West, director of 
advertising and pr, Consolidated 
Electrodynamics Corp., Pasadena; 
Charles A. Bryant, manager, ad- 
vertising department, Baroid di- 
vision, National Lead Co., Hous- 
ton; T. A. Yellowless, advertising 
and sales promotion manager, 
motor and control department, 
Canadian General Electric Co., 
Peterborough, Ont. 

New secretary-treasurer is Mi- 
chael J. Turner, senior vp, G. M. 


Basford Co., New York. Associate | 


directors are Mitchell Ticker, vp 
and advertising manager, Oil & 
Gas Journal, Tulsa, and Ray 
Richards, vp, Conover-Mast Pub- 
lications, New York. 

Mr. Miranda succeeds R. C. 
Sickler, product group manager, 
advertising department, E. I. du 
Pont de Nemours & Co., Wilming- 
ton, Del., as chairman of the 
NIAA board. 


= The maneuvering on the floor, 
which for a time threatened to 
split the association about equal- 
ly—with the big eastern chapters 
voting in favor of the general 
ISIM task force concept and most 
other chapters opposing it—was 
finally healed by the unanimous 
adoption of the watered-down 
“operation follow-through” pro- 
posal. This proposal was advanced 
by a group of 12 chapters which 
had formed themselves into a “save 
NIAA committee.” Members were 
the chapters in Albany, Chicago, 
Dallas, Denver, Houston, Hamil- 
ton, Ont., Los Angeles, Milwau- 
kee, Montreal, Rockford, San 
Francisco and Tulsa. 

Until the time of the compro- 
mise, most votes were split fairly 
evenly, although they were on 
motions to table and similar ob- 
scure motions which did not per- 
mit a real expression of sentiment 
on the ISIM proposals. With 271 
votes eligible, one decision was so 
close that it was settled by a sin- 
gle vote—136 to 135. 


s At the conclusion of the session, 
retiring board chairman Sickler 
praised the association for the 
manner in which it had resolved 
its internal dissensions, and cm- 


Look Voted 


phasized that by its action it had 
demonstrated the value of democ- 
racy in action. 

The association learned from 
George A. Frye of Doyle, Kitchen 
& McCormick, New York, its re- 
tiring secretary-treasurer, that 
NIAA will operate in the red this 
fiscal year but that its finances 
are in sound shape. And President 
John Freeman reported that 
membership is now at an alltime 
high for NIAA—4,475. 


COLEMAN, POLK GET 
TOP NIAA AWARDS 


St. Louis, June 5—J. H. Cole- 
man, manager of advertising and 
sales promotion of Pittsburgh 
Corning Corp., and W. H. Polk, 
former advertising manager and 
now Philadelphia district manag- 
er for the company, were today 
named joint winners of the high- 
est honor award in the National 
Industrial Advertisers Assn.’s 
BestSeller competition. 

A “highest honor certificate” 
also went to R. Forrest Rosenberg- 
er, account supervisor of Ketch- 
um, MacLeod & Grove, Pitts- 
burgh, agency for Pittsburgh 
Corning. 

The top award—an original 
bronze statue by sculptor Rene 
Shashak—is presented annually 
for the most effective industrial 
advertising program, conducted 
as an integral and important part 
of successful marketing. R. C. 
Sickler, NIAA board chairman, 
and John Clampitt of Marsteller, 
Rickard, Gebhardt & Reed, chair- 
man of the NIAA awards com- 
mittee, made the presentations. 
Robert E. Buckley, Pittsburgh 
Corning general sales manager, 
reviewed the purpose and results 
of the winning campaign. 


a The campaign was designed to 
revive interest among architects 
in the use of glass blocks, and 
consisted of magazine advertising, 
direct mail, color slides, sample 
kits for salesmen, and a host of 
other promotional devices. 

Honor awards in the annual 
competition went to representa- 
tives of four companies and their 
agencies: R. E. Keidel, Euclid di- 
vision, General Motors. Corp., 
Cleveland, and A. W. Lehman, 
Richard T. Brandt Inc.; W. E. 
Barlow, General Electric Co., 
Western Springs, Ill., and A. A. 
MacLaren, G. M. Basford Co., 
New York; M. C. Tobias, Reynolds 
Metals Co., Louisville, and Ken- 
neth B. Karcher, Clinton E. Frank 
Inc., Chicago; L. R. Brickey, Gen- 
eral Electric Co., Roanoke, Va., 
and R. D. Christenslon, apparatus 
sales division, General Electric 
Co., Winston-Salem, N. C., and A. 
A. MacLaren, G. M. Basford Co., 
New York. 


= Five merit awards were pre- 
sented to: Steve C. Brown, Amer- 
ican Hoist and Derrick Co., St. 
Paul, and Curtis I. Anderson, Er- 
win Wasey, Ruthrauff & Ryan, 
St. Paul; Ramon A. Mulholland 
and J. J. McCloskey, Callery 
Chemical Co., Pittsburgh, and R. 
Forrest Rosenberger and James F. 
Ewing, Ketchum, MacLeod & 
Grove, Pittsburgh; Steve Osgood, 
U. S. Steel Corp., Pittsburgh, and 
W. H. Lusher, Batten, Barton, 
Durstine & Osborn, Pittsburgh; 
Robert G. Hill and Richard J. 
Webster, Columbia-Geneva Steel 
Div., U. S. Steel Corp., San Fran- 
cisco, and Harry R. Burton and 
Michael Roeder, Batten, Barton, 
Durstine & Osborn, San Francis- 
co; Glenn Graff, Le Roi division, 
Westinghouse Air Brake Co., Mil- 
waukee, and George S. Cohan, 
Hoffman & York, Milwaukee. # 
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NIAA HEAD—M. S. Miranda (right), Dresser Industries, Dallas, and 

new chairman of the National Industrial Advertisers Assn., is shown 

here with R. C. Sickler, E. I. du Pont de Nemours & Co., Wilming- 
ton, Del., outgoing NIAA chairman. 


Federal Probes 
Hit Nets’ Time, 
Program Control 


(Continued from Page 1) 
CBS was praised for show busi- 
ness ingenuity and aggressiveness, 
this network has been one of 
broadcasting’s busiest packagers. 


= The tag end of a season is an 
awkward time to tabulate the pro- 
gramming list, with so many 
shows coming and going. The sit- 
uation is further complicated by 
co-ownership or profit participa- 
tion deals that only a network 
lawyer can unravel; none of the 
legal experts are interested in 
untangling them for publication. 

However, as of June, the break- 
down on who owns the sponsored 
shows on CBS goes roughly like 
this: 28 network packages; at least 
10 shows partly owned by CBS or 
produced in association with the 
network or in which the network 
reportedly has a profit share, and 
33 independent packager or adver- 
tising agency programs. 


= Since Pat Weaver’s memory as 
well as his presence faded from 
NBC, that company has tended to 
turn more and more to outside 
program sources. It now relies 
heavily on such program factories 
as Music Corp. of America and 
Henry Jaffe Enterprises. 

A rough check of a more or less 
current schedule shows 12 NBC- 
owned programs out of 63 spon- 
sored vehicles. There are a few 
others with which the network 
has a co-ownership arrangement. 

ABC always has brought in most 
of its shows from the outside. 
There were about five ABC- 
owned-or-controlled packages in a 
sponsored lineup of approximately 
51 telecasts aired during the last 
cycle of the ’57-’58 season. There 
were 10 others, including Walt 
Disney’s series and Warner Bros. 
westerns, that are partly owned 
by the network. 


= Many of these co-ownership and 
“produced in association with” 
deals require very complicated 
arrangements. This was dramati- 
cally illustrated a couple of years 
ago when the House anti-trust 
subcommittee did a little sleuthing 
on this phase of tv. 

At that time CBS reported it 
owned 24% of Desilu Productions. 
Other arrangements: 24.75% of 
net profits on “December Bride”; 
100% on program and 50% of 
subsidiary rights to “Beat The 
Clock,” 40% on program and 50% 
on subsidiary rights to ‘“What’s 
My Line” and 50% on program 
and subsidiary rights to the “Garry 
Moore Show.” CBS listed 27 live 


shows as wholly owned and pro- 
duced by the network. 


® NBC told the sub-committee it 
owned 25% of Bob Hope Enter- 
prises (the network has since ac- 
quired another 25%). Many of the 
NBC deals involved participation 
in syndication and merchandising 
and worldwide distribution rights. 

ABC was getting 50% of net 
profits on first-run reruns and 
merchandising of “Wyatt Earp” 
and “Jim Bowie” and 40% of first 
run and reruns of “Ozzie & Har- 
riet.” 


2. Must buy. The second ma- 
jor point on which the networks 
are being lambasted is their re- 
quirement that advertisers buy a 
“basic required group” of stations. 
For CBS, it’s 59; for NBC, it’s 57. 
ABC doesn’t have any must buy 
group of stations; an advertiser 
can take his choice of the list as 
long as he comes up with enough 
to make a minimum buy of $66,000 
for a Class A hour. NBC’s and 
CBS’s must-buy lineups, in com- 
parison, will run slightly in excess 
of $80,000 gross. 

Most network tv sponsors order 
much more than the “must buy” 


group of major market stations | 


which most national advertisers 
certainly need for their coverage. 
But critics of this requirement 
say it discriminates against re- 
gional and medium-size advertis- 
ers. 


3. Option time. The net- 
works are permitted up to 12 
hours a day of option time, but 
officially nobody takes that much 
currently. All three networks have 
nine hours blocked out as daily 
option periods. During option time 
periods, an affiliate is contractual- 
ly bound to clear for an acceptable 
advertiser with an acceptable pro- 
gram. In practice, of course, sta- 
tions do not always clear as re- 
quested. 

All the networks do program 
outside their option time limits; 
and if the show is a hit, they 
frequently succeed in getting 
strong station lineups. For exam- 
ple, NBC’s “Today” and the “Jack 
Paar Show” are in station option 
time periods. Any post-10:30 p.m., 
EDT, network programming—and 
there is a substantial amount of 
it—falls into station time. + 


Vogel Leaves Mutual 


George Vogel, who came in as 
exec vp of Mutual Broadcasting 
System, New York, in March when 
the Paul Roberts management 
team went out, has resigned. A 
spokesman for Armand Hammer, 
head of Mutual since the departure 
of Mr. Roberts, said Mr. Vogel had 
been advised by his doctors to take 
it easy. He said Mr. Vogel would 
return to his merchandising con- 
sultancy business and will have 
Mutual as a client. There was no 
mention of a successor. 
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Big Names Make 
TV Programming 
News for Fall 


(Continued from Page 1) 


return Oct. 3 with a weekly half- 
hour live show co-sponsored by 
Lever Bros. (JWT) and Pharma- 
ceuticals Inc. (Parkson Advertis- 
ing). The program will be pre- 
sented Fridays at 8:30 p.m. (EST) 
on CBS, to whom Gleason is un- 
der contract. 


® Arthur Godfrey, who is said to 
agree with the departing Lipton’s 
that “Talent Scouts” has about 
run its course, is looking for an- 
other type of vehicle for his even- 
ing half-hour. So far nobody is 
definitely set for sponsorship of 
Mr. Godfrey’s fall nighttime se- 
ries. Toni’s contract as an alter- 
nate on “Talent Scouts” expires 
July 7. Toni was unable to say at 
this time whether it intends to 
continue with Godfrey in the fall. 

ABC’s major catch of the month 
was Bing Crosby, with whom a 
five-year exclusive radio and tv 
deal was signed. The _ singer, 
whose services also had _ been 
sought by CBS, has agreed to do 
two live 90-minute spectaculars 
a season for ABC. ABC previously 
has more or less left the specials 
field to the other nets. Undoubt- 
edly the company would like to 
team Mr. Crosby with Frank Si- 
natra for one of the shows. Mr. 
Crosby’s reported salary for the 
specs is $150,000 each. 

The contract also calls for Mr. 
Crosby and the network to be 
“partners” in developing two pi- 
lots a year for tv. These are ex- 
pected to be a 30-minute film 
series. 

A five-minute radio show is 
planned for Mr. Crosby as soon as 
he finishes his contract for the 
Ford Road Show series on CBS in 
September. 


= Sid Caesar, who was dropped 
by Helena Rubinstein at the end 
of 26 weeks on ABC, will be among 
the stars working for Chevrolet 
next season. Other performers 
head the Sunday night NBC 
“Chevy Show” on Dinah Shore’s 
week off—that is, one Sunday out 
of four. The comedian has been 
signed for two appearances. 

Benton & Bowles and M-G-M 
have already started developing 
the “Father of the Bride” tv se- 
ries. The show is scheduled for a 
place in General Foods’ network 
lineup for 1959-’60. 

Such advance program planning 
by the sponsor is most unusual; 
these days many shows still are 
being doctored right up until air 
time. “Father of the Bride” will 
be based on the best-selling novel 
by Edward Streeter; the 1950 
movie about the book was a box 
office success. # 


L&N Adds Stokely-Van Camp 
Frozen Foods Division 

The frozen food division of 
Stokely-Van Camp, Oakland, Cal., 
has appointed Lennen & Newell to 
handle its advertising. The agency 
also handles advertising for the 
Stokely-Van Camp canned foods 
products. The frozen foods division, 
producer of Pictsweet, Stokely’s 
Finest and Van Camp frozen foods, 
formerly was handled by Cunning- 
ham & Walsh, San Francisco, and 
by the predecessor agency, Bris- 
acher, Wheeler & Staff, since 1949. 

Stokely-Van Camp bought Pict- 
sweet in 1954 and since then the 
division’s ad budget has approxi- 
mated $150,000 a year. Lennen & 
Newell, with headquarters in New 
York, has expanded its western 
operation by merging with San 
Francisco's Merchandising Factors. 
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Use ‘Four I's’ to Sell 
Women, Carson 
Advises Copy Club 


Cuicaco, June 4—Impact, in- 
dividuality, interest and immedi- 
acy are the four dimensions need- 
ed in advertising to sell women, 
Margaret Carson, Foote, Cone & 
Belding copywriter, told the Chi- 
cago Copywriters Club last night. 

Creating good first impressions 
in ads are vital because women 
usually are in a hurry and may 
pass the ad by completely if they 
are not initially impressed, Mrs. 
Carson said. Simplicity also is im- 
portant because women are easily 
confused, she said, and added that 
pictures create quick and efficient 
first impressions. 

Ads should build up individual- 
ity for a product, particularly if 
the product has no important ad- 
vantages over competitive prod- 
ucts, Mrs. Carson asserted. There 
are many good ads today and an 
ad must be better in order to make 
an impression, she added. 


@ Women consumers prefer ads 
that give them service, news and 
entertainment, according to Mrs. 
Carson. Women are “always thirsty 
for news,” she said. Recipes in ads 
always get high readership from 
women, she added. 

In discussing immediacy, Mrs. 
Carson urged the copywriters to 
keep ahead of their customers. 
“Women love new colors, new 
styles, new models,” she said. “And 
the agency should be able to find 
out what they want before they 
want it.” 

The one basic question that a 
copywriter should ask in preparing 
an ad is, Mrs. Carson said, is it 
true? “In my experience in both 
writing and supervising copy, I 
have found it the most helpful 
question you can ask of a copy 
theme or a copy phrase—almost all 
weaknesses can be detected and 
weeded out by this one single ques- 
tion,” she said. 


# Mrs. Carson took a poke at 
New York copywriters when she 
charged that New Yorkers have “a 


is non-emotional and sterile.” As 
an example, she cited the case of 
a New York woman copywriter 
who brought a Russian wolfhound 
to work with her every day, and 
left the animal outside her office 
door. 

“I don’t believe this could hap- 
pen in Chicago,” Mrs. Carson said. 
“We have too large a sense of 
humor. I don’t believe women 
have ever worn hats in their office 
here, either. 

“We just don’t feel we have to 
make a show. We have confidence 
enough to be natural—and casual 
—and even honest. And this brings 
us closer to the most important 
people in our professional lives— 
the consumers we are trying to 
sell.” # 


‘Tide’ Will Become 
Monthly on Aug. 1 


New York, June 6—Tide wil! be- 
come a monthly Aug. 1. 

The advertising business paper 
has been published as a semi- 
monthly since 1953, having been a 
weekly for most of the preceding 
decade. Earlier it had been a fort- 
nightly and a monthly. 

John Hartman, president of Bill 
Bros. Publishing Co., said the de- 
cision to change the publication to 
a monthly was an advance on the 
original timetable, and the an- 
nouncement called the move “a 
culminating step.” 

The new Tide will have more ed- 
itorial pages, a new format, more 
graphic presentation and new fea- 
tures and departments, Mr. Hart- 
man said. 

Morgan Browne, editor of Tide, 
has been named general manager 
as well. # 


Last Minute News Flashes 
DCS&4S to Handle Unannounced Junket Product 


New York, June 6—Junket Brand Foods division of Chr. Hansen’s 


| Laboratory Inc., Little Falls, N. Y., has appointed Doherty, Clifford, | } 


Steers & Shenfield to handle advertising for an unidentified grocery 


product now in several test markets. The rest of the Junket account | 


is divided among Sullivan, Stauffer, Colwell & Bayles, Noyes & Sproul 


and Tandy Advertising in Canada. DCS&S also announced that James 2 
Haskell, formerly with Young & Rubicam, has joined DCS&S as copy ‘ 


director of the professional] division. 


Great Western Shifts from Lefton to Gore 


HAMMoNpspPoRT, N. Y., June 6—Great Western Producers Inc. (for-| 


merly Pleasant Valley Wine Co.) has moved its advertising account 


from Al Paul Lefton Co. to Gore Smith Greenland Inc., New York. The 
company, under new management, plans to spend an estimated $400,000 
to promote Great Western champagne and its newly repackaged still | 


wines. 


Newman Slated to Join Aiello at MacManus 


BLOOMFIELD HILts, Micu., June 6—MacManus, John & Adams is ex- 
pected to announce next week the appointment of Paul Newman as 
a senior vp and head of creative services. Mr. Newman resigned from 
Kudner Agency, where he was exec vp and executive art director, im- 
mediately after Kudner’s loss of General Motors’ Frigidaire and GMC 
trucks. Earlier this week Vincent F. Aiello joined MacManus as senior 
vp and director of creative planning, a new post. Mr. Aiello had been 
exec vp and creative copy chief at Kudner for 14 years until his resig- 
nation May 29. 


Radio-TV Stations Expect Revenue Gains, NAB Says 


WASHINGTON, June 6—The National Assn. of Broadcasters says a 
survey covering a fourth of all radio and tv stations shows tv stations 
expect revenues to rise an average of 3.5% this year and radio sta- 
tions expect a 2% rise. This is only slightly less optimistic than at 
the same time last year. Two-thirds of the tv stations expect an in- 
crease, with the biggest gains in small markets. 54.6% of radio sta- 
tions expect increases, with the large-market stations more optimistic. 


Plasticsmith Appoints Earle Ludgin & Co. 


Concorpb, CAL., June 6—Plasticsmith Inc., plastic specialties manu- 
facturer here, has appointed Earle Ludgin & Co., Chicago, to handle 
its new line of light-weight laminated plastic gloves for home and 
industrial uses. The gloves are in general distribution, but have not 
been widely advertised. 


EWRR to Handle Rose & Co. Newspaper Push 


New York, June 6—L. Rose & Co., London, lime juice processor, has 
named Erwin Wasey, Ruthrauff & Ryan to handle a newspaper cam- 
paign in Chicago, Detroit, Washington, New York and Philadelphia. 
The agency’s Los Angeles office has handled Rose’s West Coast adver- 
tising for several years. 


Everard Meade to Join Ogilvy, Benson & Mather 


New York, June 6—Everard W. Meade, who retired from the agency 
business in 1953 to go to Charlesville, Va., to write for tv and lecture 
on radio-tv, will join Ogilvy, Benson & Mather on special assignment. 
Mr. Meade, who was radio-tv vp at Young & Rubicam when he left 


| New York, will work parttime at OB&M while continuing as an instruc- 
kind of pseudo-sophistication that | 


tor at the University of Virginia. 


Walsh Goes to Wherry, Baker; Worland Joins EWRR 


New York, June 6—Frank Walsh, director of research of Erwin 
Wasey, Ruthrauff & Ryan’s New York office, is joining Wherry, Baker 
& Tilden, Chicago, in a marketing capacity. Kenneth J. Worland has 
joined EWRR as treasurer, succeeding James F. O’Connor, who re- 
signed several months ago. Mr. Worland previously was with Lybrand, 
Ross Bros. & Montgomery, an accounting company. 


Oldsmobile to Sponsor Bing; Other Late News 


e Oldsmobile has signed to sponsor the two available Bing Crosby 
spectaculars of the 1958-59 season on ABC-TV, time and date to be 
announced later (see story on Page 1). D. P. Brother & Co. is the agen- 
cy. 


e Chemstrand Corp., New York, will launch a fall ad campaign boost- 
ing nylon fashions, using color spreads and multiple page ads in Amer- 
ican Fabrics, New York Times Magazine, The New Yorker and Vogue. 
Doyle Dane Bernbach, New York, is the agency. 


e Edward J. Dinunzio, formerly a vp of Belmont Advertising, New 
York, has joined the New York office of J. M. Hickerson Inc. as an 
account executive. 


e American Telephone & Telegraph Co. (N. W. Ayer & Son), New 
York, is cutting back sharply on radio-tv network advertising. In the 
1958-59 season the company will air eight one-hour musical and science 
specials in color, for which CBS and NBC have been asked to offer 
time periods. The 1957-58 schedule included two weekly series, “Tele- 
phone Time” (ABC-TV) and the 17-year-old “Telephone Hour” (NBC 
Radio), plus four science specials (NBC-TV), some of which will be 
repeated next season. 


e Koret of California, San Francisco, manufacturer of women’s cloth- 
ing, has dropped Carson/Roberts, Los Angeles, because of “our need for 
an agency located in our headquarters city.” A new agency has not yet 
been appointed. 


e Edward Hines Lumber Co., Chicago, has named Cunningham & 
Walsh, Chicago, as its agency. Buchen Co. was the previous agency. 
The account is expected to bill more than $200,000. 


e Liftsavers Inc., New York, will break the first major advertising 
drive for its do-it-yourself heel device, Liftsavers, late this month, us- 
ing newspapers, network tv (NBC’s “Today” and “Jack Paar Show”) 
and spot tv and radio. Newspaper ads have started in New York and 
Columbus, O. A print schedule will run in Chicago, Baltimore, Ft. 
Worth, Dallas, Detroit, Los Angeles, San Francisco, Philadelphia, Day- 
ton, Pittsburgh, Cleveland, Cincinnati and Washington. Product Serv- 
ices Inc. is the agency. 
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DIAL SHIRT—Full color page ads of- 
fering @ monogrammed shirt for 
$2 and two Dial soap wrappers will 
|appear in July issues of Better 
| Homes & Gardens, Ladies’ Home 
| Journal, McCall’s, Modern Ro- 
mances, Seventeen and True Story. 
Foote, Cone & Belding is the agen- 
cy. 


Aquatilter Offers 
Mutual Stock Option 


for Free Services 


New York, June 6—A Mutual 
Broadcasting System advertiser, 
Aquafilter Corp., cigaret filter and 
holder manufacturer, has offered 
the network an option to purchase 
Aquafilter stock in payment for 
network services. These services 
are in addition to the straight rate 
card purchase by Aquafilter of 13 
weeks’ radio time. For each 13- 
week cycle Mutual is to provide 
an equivalent of four weeks’ addi- 
tional services instigated to en- 
able the network’s facilities and 
station contacts with dealers to 
assist in merchandising and dis- 
tributing Aquafilter in fringe mar- 
kets where it has not previously 
been marketed. 


® The option arrangement, dis- 
closed in a letter to stockholders 
from Aquafilter President Herman 
L. Shaw, stated that the company 
“has granted Mutual the option 
to purchase 37,500 shares of com- 
mon stock, par value 10¢ per share, 
of your company for each 13-weeks 
during which such time is made 
available for a maximum of four 
such periods. The total ‘number 
of shares subject to purchase under 
this option is, therefore, 150,000; 
and the option price is 624%¢ per 
share, being based upon the mar- 
ket value of the stock at the time 
the option was negotiated.” 


s If Mutual decides not to pick up 
the stock option, it will be offering 
its additional services gratis. The 
decision of Armand Hammer, Mu- 
tual president, hinges to a degree 
on the network’s reluctance to be 
a speculator. However, since Aqua- 
filter’s agreement with Mutual, 
Aquafilter’s stock has risen to $1.20 
per share, or double its option price 
to the network. The option must 
be picked up by the end of six 
months following each 13-week 
period. The manufacturer has 
budgeted about $5,000 weekly for 
its current 13-week Mutual cam- 
paign, using five-minute newscasts 
and adjacencies. # 


Pullman Discontinues 2 Posts 
On the heels of an announcement 
that Pullman Co., Chicago, will 
drop all of its national advertising 
after June 30 (AA, May 12), AA 
learned that Pullman also is dis- 
continuing two executive positions. 
G. R. Jackson, advertising agent, 
will leave the company after June 
30, and his post will not be filled. 
Al Greco has left Pullman, where 
he edited the “Pullman News,” 
quarterly publication, and the pub- 
lication has been discontinued. 
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General Foods 
Advertising in ‘58 
Hits $87,000,000 


(Continued from Page 1) 
reference in an interview in the 
June 9 issue of Time. 

“The term ‘advertising’ no long- 
er means simply advertisements in 
newspapers and magazines,” GF’s 
forthcoming report will say. “Nor 
does inclusion of television and 
radio commercials make the pic- 
ture complete. Today advertising 
embraces all phases of commercial 
communication with consumers, 
and all of the many types of con- 
sumer ‘deals’ and incentives. 


s “While General Foods is one of 
the country’s leading advertisers,” 
it is pointed out, “the corporation 
as such does not advertise. Instead, 
each GF product group administers 
its own advertising appropriation, 
which it devotes to winning con- 
sumer favor for its particular 
brands. 

“The fact that the combined 
appropriations added up to a total 
of $87,000,000 in fiscal 1958,” the 
report says, “means that this is 
‘what it took’ to tell the many 
separate product stories with the 
frequency and effectiveness neces- 
sary to create and sustain con- 
sumer demand for GF’s many 
products. This demand, in turn, 
produced a sufficient volume of 
business to make profits and pay 
dividends, and thus to insure the 
future growth and progress of GF 
as a corporation. 


® “In today’s swiftly changing and 
fiercely competitive battle for mar- 
kets and profits,” the report adds, 
“it is not enough to roll with the 
punches of competition; manage- 
ment must keep alert, flexible and 
dynamic, accepting and meeting 
challenges and seizing and creating 
opportunities.” 

As previously reported, GF in 
fiscal ’58 set new records in sales, 
earnings and physical volume of 
products sold. 

Net sales passed the $1 billion 
mark for the first time in the com- 
pany’s history, the total being 
$1,008,898,000, compared with 
$985,953,000 in fiscal ’57. Net earn- 
ings increased 10.3% to $48,397,000 
from the previous peak of $43,866,- 
000 the preceding year. The physi- 
cal volume of products sold was 
39% higher than in the preceding 
fiscal year, but dollar sales were 
only 2.3% higher, due chiefly, the 
company said, to lower costs of 
green coffee, which were passed on 
in lower prices. 


® The company markets 235 
branded products and is continual- 
ly testing new ones. It expects to 
spend $11,000,000 for research 
this year. 

GF’s advertising agencies in- 
clude Baker Advertising Agency, 
Toronto; Benton & Bowles, New 
York; Foote, Cone & Belding, 
New York; McConnell, Eastman & 
Co., Toronto, and Young & Rubi- 
cam, New York. # 


Detroit Adcratt Elects Nielan 


John E. Nielan, Hearst Adver- 
tising Service representative, has 
been elected president of the Ad- 
craft Club of Detroit. Other new 
officers are Edward F. Sullivan, 
Campbell-Ewald Co., Ist vp; 
Wendell D. (Pete) Moore, di- 
rector of advertising and merchan- 
dising, Dodge division, Chrysler 


Corp., 2nd vp, and Toby S. David, 
performer and public service liai- 
son with CKLW and CKLW-TV, 
secretary. Robert G. McKown, as- 
sistant to the president of D. P. 
Brother & Co., was reappointed 
treasurer. 
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Local Commercials 


Top National on TV, 
ARB Study Reveals 


(Continued from Page 3) 


Minneapolis-St. Paul (38.3%); first | 14, 
in Chicago (22.4%); a first place | 15, 
tie in Los Angeles (12.1%), and | 1 
second in San Francisco (14.2%).| 17, 


e Bergermeister beer, rated in| '8. 


three markets, with first in Se- 
attle-Tacoma (13.9%); first in San 


Francisco (17.3%), and a first | 21. 
place tie in Los Angeles (12.1%). | 22. 


| 
e Piel’s beer, first by far in both 


its markets, with 39% in New York 
and 36.7% in Philadelphia. 


e Fort Pitt beer, first in Pittsburgh 
with 11.9%. 


Among national advertisers 
Dodge turned in a consistently 
good performance. In the 15 mar- 
kets where it was rated, it was 
first in Columbus (12.3%); Atlan- 
ta (8.5%), and Cincinnati (8.4%), 


second in Detroit (7.9%), and| 
third in seven markets. It never | 


dropped below sixth in any of the 
15 markets. 


s Impact of a popular newcomer 
on the audience acceptance of 
commercials was pointed up by the 
experience of other advertisers 
where Maypo entered a market. 
In the seven markets where May- 
po was rated, it scored three firsts: 
(Cleveland, 21.3%; Detroit, 10.7%; 
Boston 10.1%); two seconds (Phil- 
adelphia, 15%; Washington, 5.1%); 
and two thirds (Baltimore, 11.4%; 
New York, 5%). It outranked 
Dodge in every market where the 
two were rated in competition with 
each other. But Maypo, in turn, 
was overshadowed in markets 
where it faced the unusually popu- 
lar Wilkins and Piel commercials. 


s Here is the complete ARB tab- 
ulation of “‘best-liked” tv commer- 


cials in the 16 markets covered: 
Atlanta 
% Commercial 
Mention 

Be. BOO onceccesecsecscscccesscersvscsccscoseossaees 8.5 
Bir GIN RDD <isircccsnesereicnnsecosesicucosiens 6.9 
3. Newport 5.8 
4. Plymouth 48 
5. School Day peanut butter ............ 3.7 
OT testa cre lnieeatiasasedtocetbinpetepribddioratascs 3.2 
Fe GRVORID bn cccssccccciccesssscvesveseesoseesnseee 2.6 
Be IIIS, 65 covcctncescichensesbbensiueeees 2.1 
9. General Electric 2.1 
IE Watkctithseckcebecaccatcdbescavictccieess 2.1 
11. National Bohemian ..............c00cce 2.1 
De i I backs rcnte sckcicesestcotrensenes 2.1 
PEC MOD © Sax ccciecisnssesstavotecticcsee 1.6 
DUE IED? sikccivaicocsecssessesesusvsienagboes 1.6 
METTLE... £1 ,\ pic sea Ceccsasschcnndeinubehsersens 1.6 
V6. Wory SOGP .......cccrrrcrcrcessrreessersersese 1.6 


17. Kaiser aluminum ...............cccccseeeees 1.6 


Ws WEIN WUD eccncosincecenekisbidnecsistmuceuebsooizennes 1.6 
III eccciscodeienccessinieatinmveicenebsoess 1.6 
INE iscciinstncesess esvstndonsenccninananes 1.6 
Baltimore 
% Commercial 
Mention 

DD cents sticntinadissonienscnscisccembinians 19.9 
2. National Bohemian ..............6..c000 14.0 
| ENG SEER ee aes Cor ee 9 11.4 
Be NG icc Heibinstcierecsdidistiveialiawesesentevts 47 
BRS IID sii eosces std scvaiasersietsscvabalevbiienctse 3.8 
G]. SOVOMAIP 00.....cccrcccrrcsessccrsecescsoerorees 3.4 
Fe WORIIOE ain iascccestssenciseivececessteesvseses 3.0 
Di, Hee DOE risseiasisicdacsscrccsscives 2.1 
DORI: .ccercisiness 2.1 
10. Kleenex ..... 17 
BTR ccBihcditss bene ccventiiveey tetisewecctoneteneat 17 
1.3 

TR PNRT PR CROP cvcerccccssesesssosncccnseveceseees 1.3 
14. Robert Hall clothes ..............c000000 1.3 
15. Tip Top bread 1.3 
REE ES rer orey cane ve 1.3 

Boston 
% Commercial 
Mention 

1. Maypo . ~~ 10.1 
ene) Le een 7.8 
3. Dodge .. bin 4.1 
4. Newport 3.7 
5. Kleenex 3.4 
6. Knickerbocker beer .....ccccsssseree 3.0 


CP PNOWAON> CONOMVaon= 


CP ONAMAYN = 


PNOWRON 


I 1.5 | 


23. Seven-Up 1.5) 
Ajax Cleanser 1.1 
IED’ dulituicaselii leieaigctanapeibibernsniios 1.1 
. Ivory Soap ............. 1.1 
. Playtex pants 1.1 
. Robert Hall 1.1 
PIMPIN * secddsarends avacbecds 1.1 
. Scott Tissues 1.1 
. U. S. Steel 11 
SIMNIY sitedsseviduanibcibabbcabitidblslaccstndotiiens 1.1 
Chicago 

% Commercial 

Mention 

- S & H Green Stamps .................... ; 
ie SD lead chicndta casein sbhenvdiannneibvcartase 2.2) 


I hc ai ical 1.8 
i NMI vicinatitssssasonmnenseissivernessiedoes 1.8 | 
OTL Ne OR 1.5 | 
Ee ee 1.5 
ih iid caaihdadath soiasundntanbind 1.5 
fs NOT scrtinsycisrmccmnscconinies 1.5 
ae ee 1.1 


Dh itic trvdascuniietibaekedsas 11 
a ey ee 1.1 
| Ee ee 33 
Cincinnati 
% Commercial 
Mention 

PRD: wscaccicentiaiis 8.4 
Butternut bread ...........ccccccceeeseees 7.9 
IN <i ciedresdcbuvasictibencnahichicatiies 6.9 
by INI Tass siiscaicananscecdeibaciehdacttbiminn 44 
Weideman beer 44 
RN Soh tir cetasisesnenatohentniteasesenance 3.9 

. Post cereals 3.9 
SSID scssccccheceseces 3.0 
po MNIUIEL  atensanteanpabonene . 3.0 
Zesta Saltines 3.0 
a 2.38 


SE nthuikcnateiteloveein 2.0 | 
. Chesterfields 2.0 | 
. Kroger eggs 2.0 
. U. S. Steel 2.0 
i MINED sxbnstacnins ibnscaadistensinsenctevseectenets 1.5 
Be RIE RIE E occsescasseecesesensessons 1.5 
. Winst Sea naheceabtaatinianantaabsaraateseedses 1.5 
Cleveland 

% Commercial 

Mention 
PO a ee a 21.3 
PD PIONS ssrentsindsvcintitottnviianss 48 
I itictlejsissiine 4.8 
I itd ticidealndetnasstitierinsinabaces 43 
Newport 3.5 
- 3.5 
3.0 
b PI: eenrinistimemasnsincns 2.6 
. Tip Top bread 2.6 
. Wrigley’s gum 2.6 
I III atitcecictapneiiarrerinnnesicigs 2.2 
bs RINE CRRIINIIIN os snc siscssscsensoceccsesace 2.2 
ie NE IR ati scachicdesiisenvssitnns 1.7 
eC sical cde cctiovssanerteiinisice 17 
IN Shia Siptinhtinrincccrndtccninmiee 1.7 
8 eee 1.3 
pT ANUMRIOED  Snciinnacnsithcadtsaabndhetinants 1.3 
. Robert Hall ............. 1.3 
iD co crscenaenniaeincenn 1.3 
is I ada aeilieas aanhiinsceliteemtrsasiinesey 1.3 

Columbus 

% Commercial 

Mention 
NR ehcdiiain Sictiscsessinesinjarinbacinete 12.3 
p EID siccicinicecaveccbinenieabetinvrvvcenes 47 
SIND dickiideicdincatcsithbbicessociioliins 43 
bp MINED since ciineoscheinbabrveiesucudail 3.8 
TU Fi IONE ccccininccsccdssscccctatesecce 3.8 
Kaiser alumi on 2.6 
Northern Tissues 2.6 
Weideman beer 2.6 


CONAWAY N= 


CONAUWAWNH— 


CP ONOWAYNH> 


CP OENAMAON= 


i CPR: scccsnsisnapoesintnccumabns SD TE aici cries enideconccinsntureaniin 2.6 
‘eRe 2 2.2| 10. Zesta Saltines 2.6 
Kaiser aluminum 00.0.0... cccccccceene 2.2 . Alka Seltzer ..... 2.1 
Winstons 2.2| 12. Charmin Tissue . 2.1 

i re an 2.1 

- General Electric 0.0.0.0... 2.1 

13. Tip Top bread . Ralston 2.1 
Wrigley’s gum . Kleenex 17 
BR IIE Sais vietinnsotusaruenaestchsecesuns I dees tinstetblleh-assssscrsecnssnssmnsnoninin’ 1.3 

iF MT IIIIIIN csduschascomsbonsbetiahatetiiaamoete GNI siti Bliss socecicecenetinvaptabsbannens 1.3 
Ford 1.3 
General Electric SRI SII vcnacnscovsepnisascenssnanmnnie 1.3 
Ivory Flakes DU, .cnnsscicissssnakensahannaailes 1.3 

. Maltex 5 | BN Ri cscscteseconssen 1.3 
Plymouth 1.5 | 23. Westinghouse 1.3 


Detroit 


% Commercial 


Mention 
DE teeth ie ccesosescensertanecbaepepipenls 3.3 
3.3 
eg, 3.3 
IIE TIES satssnsconevedinsnsndinimasabeled 3.3 
. Post cereals 28 
by WIND Hi. cassousnssanseoseoepsosseutons 23 
5 ss * + oe 19 
. Dreft 1 
Kaiser aluminum 19 
-L&M 19 
. Scottie Tissue 19 
ies III a Raliahssecscanosercesecesesohehapuain 1.9 
- Standard Oil .............0. 19 
SF ote. Te 19 
2 3k eS 1.4 
. Ivory soap ... 1.4 
p IIE ieadedasssonsencsschiaes 1.4 
. Northern tissue 1.4 
NES ES er 1.4 
SIE IIE voesaicivnssesssensionapochersis 1.4 

Los Angeles 

% Commercial 

Mention 
. Bergermeister beer ..............:ccc008 12.1 
LIN cits cns<csnccaccdsscossuseduaratos 12.1 
LA teiasat sedis oo denssovesschidteseusaccnns 7.4 
. Newport 46 
TID oicccsccsccsctestcsrbevsens 3.9 
» General Elecivic ............ccccccscccessses 3.3 
. Schlitz beer 3.2 
pI RRS coves venssecnonssecsiscavencepse 3.2 
. Ford a 
Kaiser aluminum 2.8 
Leslie salt 2.8 
Chesterfield 1.8 
Gillette 1.8 
i I Tahaaliedebdalaicocenuseseusteisateovenbdiideee 1.4 
. Plymouth 1.4 
. Post cereals ... 1.4 
RD Gabiccsaiaditice 1.4 
Alka Seltzer ...... 11 
Falstaff beer ..... 11 
Ivory soap ...... 1.1 
é PR Aardiasa 1.1 


Minneapolis-St. Paul 


% Commercial 


Mention 
I iii bin 0s oo codnsosevbsnnnadablocnaiied 1.6 
Plymouth 1.6 
. Bactine 1.2 
Chevrolet 1.2 | 
Post cereals 1.2 

New York 

% Commercial 

Mention 
=. 8) es = 39.0 
be ARID Sibdins tall. cconnstinasencxtsvccationn 5.6 
I iiretihcctiiisipe sce cnsvessentiiccmetinaantn 5.0 
. Tip Top bread 4.0 
i TINIE a ccchencciscctnccsnassemts 3.1 
2.8 
2.2 
1.5 
I III. osnccacsaisvcomanntocsaseel 1.5 
SUNIL aelitioanitedh -~cevseciceiersssneciobebusats 1S 
i IE RII we ccnansssvassbpinceeadeeads 1.5 
Pimms... 1.2 
PROUD ER: <ccrinecsncscccssccrtscessssecsosiesoons 1.2 
Schlitz ... = 1.2 
. Alka Seltzer 1.0 
. Chesterfields 1.0 
bMS taeck death ei bctocesbacesccvieeaacimasibained 1.0 
. Maltex 1.0 
. Post Cereals 1.0 
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ACHIEVER—William E. Robinson (right), board chairman of Coca- 

Cola Co., Atlanta, accepts the annual YES award given by the Young 

Executives in Sales Club, New York, for “exemplary achievement.” 

Walter W. Swertfager of Sinclair Refining Co., club president, 
made the presentation. 


Philadelphia 


. Skippy peanut butter 


San Francisco 


. Bergermeister beer 


. Crocker Anglo Bank 


Seattle-Tacoma 

% Commercial 

Mention 
1. Bergermeister beer... 13.9 
2. Kraft’s cottage cheese ................ 10.0 
3. Kaiser aluminum .............0cccccccceeee 6.2 
Wit I ieee tise scnevbisvescehsnccdgo essen’ 5.3 
5. Alka Seltzer 48 
Gy I sites tiittinssssiictnresstaasavens 3.8 
7. Great Northern Pacific RR. ........ 3.3 
8. Post cereals .... 3.3 
| 9. Leslie Salt .... 29 
V9} 10, Kraft csccsssssesseee 2.4 
. Rainier beer .... 2.4 
SD Siscsccctecctees 19 
Carnation ............. 19 
General Electric 1.4 
SN ccacchitavcuedes 1.4 
. Ivory soap .... 1.4 
Sp MMMNNUIUNEEY ssneloscoontcenlasitalionctssseconusacedio 1.4 
Le PMENEIOD- Ksnacscstndcrsicnssiseneineensiatveronte 1.4 


Washington, D. C. 


% Commercial 


Mention 
1. Wilkins 
2. Maypo 
3. Dodge 
4. National Bohemian 
5. Kleenex 
6. Plymouth , 
Bs III aa ciheh eka rsiccchsesoshacesstelegctesbics 2.2 
8. Ivory soap 1.5 
Fe PE NE takes ohcivcnciteccenedie 1.1 
MN HOINIIIE ” Giacoivccececccncadtanaccs cuiiene V1 
1.1 
11 
1.1 
22) 14. Dairy Association 11 
2.2) 15. Hit Parade ...........0 11 
| 16. Kaiser aluminum ...... Lm 
1.8) SW TWENNINON csichctssevidsdccccsesdecibetisteont 1.1 


Tilenius Leaves John Blair 

William O. Tilenius, account ex- 
ecutive at John Blair & Co., 
New York, radio station repre- 
sentative, is taking an extended 
leave of absence to study and 
travel in Europe. John Doscher 
has resigned as account executive 
for NBC Radio to take over Mr. 
Tilenius’s duties. A veteran of 
more than 25 years in broadcast- 
ing, Mr. Tilenius joined Blair in 
1947. His broadcasting career 
started in the NBC sales depart- 
ment in 1932. Mr. and Mrs. Tile- 
nius will join an overseas seminar 
group late in June which will sur- 
vey current European political, 
social and economic trends. 


Dohmann Joins Maercklein 

Russell E. Dohmann, formerly 
an account executive of Thorpe 
Advertising Agency, Milwaukee, 
has joined Maercklein Advertising, 
also Milwaukee, as an account ex- 
ecutive. 


ANPA Moves N.Y. Office 

The American Newspaper Pub- 
lishers Assn. has moved its New 
York office to 750 Third Ave. 


a ae a Ra eg i baie i | ie a a gee ike... « eal 
. ; a aC 
ee 
: po | i a. es. % 
: a a: a : ! : 
ee ee go :Y a 
ate 
oo | 4 — 
Liga : N He . 
5 Oi oq aii a ” = ey ere 
ue PO a Fgh a Sager ae 
panes mo ue eer! 
a eee = spinels pupae: eae eed ee 
ee Bata aaa 
Reis) is a er 
abe ‘ 13 
“a 
mL Bes = 15 —_—_—_—_?.e.., ] ..Ha"v_v_—__&€&& eee 
*e ee 16 Be NN fiakeainatiica in tacnsdhcknstessseoceneceses 
ee 17 Ds PO II icin inisccbaéssstasalccabacsooane 
- 18 Fs III: seibchthsscothesbind cco ectiascontass 
i F 21 % Commerd 
sd y Mentio 
ae RR cin 
See 24 Mee MND scsntcnhdt ein ticursiscrsetiorsrmsbacvaannel A 
j mee | 3. Playtex baby pants ...............0....06 
ee is INE taba cvnstencsvssccavessintcetinnsstvoit 
46 wa Fi I ID de csccscctsecincasstainincsiilinns 
hae ei | CR I Beciiiik Ain 
ue e OR, PIII soi Aedassiascscaasinsdenn seaeabie’ 
es Pe PIE celles sncailrysdidiabanvesayexsnesesed 
es De NII SicnskcathcstdSeensssssattcassentes 
2s Pe NTETNTEE busts thcsscvenssstisapivabtacioan 
oe Wee RNIIIE ilsi cstrcnsciastscckscnastiasteupiyare 
4 ae WOU WOOD Sis sisscsciscssciacsectesboecnvetsas 
oa | 14. Se ee ae eee 
oo ete ee I NE SA cc ccdsuceeessensencexenestces. an 
‘ab eR ees YT To s—siSY 
10 ene eE | | 
i _ © eer eemeenemenmennenel 
: 12 NN MIE 52, scnctcvocseasctovsnoreneatcs 
A : 13 RO OE en oo 
14 
15 Pittsburgh 
16 % Commerd 
1 17 Mentio 
| oe ie innate 25 18 VPet TR BEF Sicko 5 
13 L Be  amibecsieetigtiiaiacdinmiudianees 
ae 14 2¢ ee Risin vestiee ndercibvicionewntans 
15 21 er NE SS hohe. cee BS 
: a ee 14 Bs I | iii hice c necicenntn earns 
- is 17 Po ig SNE din sacovininlcssasneeapestesecetboas 
Bi i 18 SS Pe MEP PIIE* buncicds ceceansduvchssteissshschivened 
+4 I MUNI acess coashsaicchientanaiebae 
se LieaNitias Ped INI 3. si cicasadhdinecuctehatapoeed 
ean ENING Shdvats Lis chickens soevdinephinctonteeintin 
ore DM ei rcancfeareetigvebstsonianiKecsaintoactaoao 
ee a et EE HIND 5 cassaicsdacnasunettnnesePiscaseae 
“ Deir WE Wall coencticdesshecccecdivovevedsccsloaiies > WAR 
a ae A.) RORTTOTA TeRWO nn .icicssiorcosccscdsereses 1.8) 
vee POR ND | sdesdhsbesiscbedeiciscdtecbisbinslds ae” WUT 
oe Wes OU Se iit ltinets OE 
eee. is OT CRAIN use acne csceeiecercesesiisan a3 VR 
: STII Lice hciiariabomsigsehipoetacenasieajecel. Sa 
; 19. Kellogg’s Rice Krispies ................ 1.3 
aoe By SUNN: siden dnachncsvcssiptpsaionsenccreccnceteanns: 0G 
sii - ay ae 
pane | RI HII Seisacispdorstssscspissacivosetivees’ > RU 
ng 19 eee ae 
re . 24. U.S. BOO) csserrrsssscrseerserssrarserseee SI ry 
| a | 
ee =e 13 fr 
fe ‘3 , 14 % Commercial 
a 15 Mention 
© 1 ‘i ae 
Rae 7 D. Care Beth siisedtind stein. MR 
hoe | OM a a oe a 
Tene 19 Bi MeN GRAD - i iciersidinientianica MN 
Ee as 2 Wi I siicsinsissen ccxscttuict tees sO 
eee SO a | 
Shera ie MINNIE Avatestiniveiiitadseineraenssdnnmaniies: ae 
Boe 1¢ i MIE ARON: ssh concen sseninnanpsconsnr am 
Pah De 11 CE eR aS 
at 12 FO, REIS QU connccivriinecinmiinaies § 2B 
ots 13 11. Budweiser beer .......ccscnese 15] 
ed 4 TO IE aici nudism «he 
aut 16 0G GERRI tsidinivedamciominnan. Bh 
sie 7 ee ee ne TOES 
ie 8 16. Scott PND isshertnieniiceiies mae 
ae | 1 BF 5 THIRD visicessnatentsincisapiocivabiavavecorsensinns WI o 
ee ee sc Mea be oh Fe Ol en: e a. ac ame ae i bet ne eee la ne LS ep Veet le ee RUE se Satie ae a nn neon eae ae i fa cao ence Oia cae . oe a eee ee be eee eat 
Bae RR ge gh Bee Peay ie ety no aly wrnes a ie canteen Ne eg EN Lorccage Wie cle ome ae De ete ae re Wasie tion adiee “eats aeaats Oe atcha ane ase neem banat a ute tli tion es Soeenm > ee rane) aR a rine Spies 


lf you’re a TV advertiser, 
the difference between 
having your eyes closed and 
your eyes open is 

the difference between 

a short-sighted and a far- 
sighted view of network TV. 


Take the two ways that 
MULTI-VISION,* the new media 
concept of the NTA Film 
Network, can work 

for its television sponsors... 


PLAN I: For the sponsor interested 

in identification and penetration. 

it offers sponsorship of any one of 

three great new half-hour series aaa 

from 20th Century-Fox and ee) 

Desilu Studios with sole sponsor 

identification. Plus sponsorship 

of ‘‘Premiere Performance” and of 
‘“‘TV Hour of Stars.’’ A total of 

7 commercial minutes... plus 10 

billboards every week...which 

should deliver more than 14,000,000 

TV homes per week. 


PLAN II: For the sponsor whose 
chief aim is all-out penetration and 
saturation. It offers one commercial 
minute in every one of NTA’s 

great new half-hour programs... 

plus full participation in ‘‘Premiere 
Performance” and ‘“‘TV Hour of Stars.”’ 
A total of 10 commercial minutes 
every week, which should deliver more 
than 27,000,000 TV homes per week. 


lf your eyes (and mind) 

are open...get in touch 
with us today to see the 
visible benefits of the most 
exciting and significant 
development in network 
television in this decade! 


NTA FILM 
NETWORK 


Coliseum Tower, 10 Columbus Circle 
New York 19N Y « JUdson 2-7300 


*Copyright 1958, NTA Film Network, Ine, 
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Aan Important Sales-Building Fact To Remember: 


ete Fey. AIR ae oR 


Because it use-tests products and 


endorses them at the point of sale— 


Why? 


They move merchandise—because they give the retail salesman 
finger-tip product information ...and they tell the consumer 


how the product will perform under actual use conditions 


in her home. This feature-by-feature report on a product’s 
performance is based on exhaustive tests, under home conditions, 


by McCall’s editors and technicians. 


Most important of all, each tag contains the endorsement 
by McCall's editors: “We used it, and we like it!” 


McCall’s testing and informative labeling of today’s 
outstanding products for the home provide authoritative 
help and buying guidance for the woman whose 

chief interests are the best interests of her family. 


That’s one more reason why McCall’s works—why it enjoys a 


unique position in today’s family market—and delivers 
extra selling effectiveness for its advertisers. 


CHECK THESE ADDITIONAL WAYS McCALL'S PROVIDES EXTRA SELLING EFFECTIVENESS FOR YOU: 


(2 Probing Consumer Wants to Guide Mar- 
keters. 
[Mapping Consumer Buying Patterns in 
Food, Groceries, Drugs and Toiletries. 
(C0 Conducting Manufacturer-Retailer Forum 
of Sales Ideas. 

(C Educating Teenagers on Fashion and 
Grooming. 

[Getting Products Considered by Super- 
market Merchandising Committees. 

(DD Guiding Home Economists on New Trends 
in Food. 


McCall’s, the magazine of Togetherness . 


LD Aiding Planners of Department Store 
Promotions. 


C) Training Retail Salespeople. 


C) Supplying New Sales Ideas to Children’s 
Wear Buyers. 


(Providing Advance Fashion Information 
for Retailers. 


(1) Coordinating Drugs and Toiletries Dis- 
plays with Advertising. 


0 Alerting Supermarket Buyers to Manufac- 
turers’ Plans. 


-" 
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(C Helping Health and Beauty Aids Buyers 
in Supermarkets. 


(Encouraging Better Retail Food Advertis- 
ing in Local Newspapers. 

(J Channeling Facts on Home Appliances to 
Home Economists. 

(CJ Working with Top Appliance Retailers. 

(CJ Briefing Retail Buyers of Home Furnish- 
ings Products. 


C Encouraging More Effective Retail Selling 
of Appliances. 


.. circulation now more than 5,300,000 


Se 


a 
Ui OW 


(Researching Consumer Preference for 
and Use of Products. 


CJ Serving the Building and Home Improve- 
ment Field. 


For complete information on any of these 
additional selling services, see your 
McCall's representative, or write on your 
business letterhead to: McCall's, Dept. 
NH, 230 Park Avenue, New York 17,N.Y. 


McCalls works 


More and more of the distinctive red-and-white McCall’s Use-Tested® 
Tags are being seen on products at the crucial point of sale these days. 
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